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tH... a couple due for your congratulations. 


For they belong to a generation which will enjoy 
more years of life than any other yet known to 
history. 


At least that’s what health and insurance statistics 
tell us—giving a generous share of the credit to 
today’s lighter, more sensible diet. 


And that’s where Pepsi-Cola fits into the picture. 
Because Pepsi is one drink that’s kept pace with 
the changing taste to lighter foods, lighter 


beverages. 4 


Today's Pepsi-Cola is light, dry (not 
too sweet), reduced in calories. 
Pepsi refreshes without filling. 


How long since you've had a 
Pepsi-Cola? Try one today—in 
the familiar economy size that 
serves two people, or in the 
smaller single-drink bottle. 

You'll see why Pepsi is now ‘ 


more popular than ever. 








| About this Tssue 





qr is fitting that this issue’s articles concen- 
trate on sales, selling and associated subjects. 
The traditional season opener — Decoration 
Day — has passed and the industry is embarked 
on what is hoped and expected will be its best 
year in terms of volume and profit. The key is 
—people, both those who sell soft drinks and 
those who buy it. An article on choosing and 
training men for sales work is timely and in- 
formative, in view of the bottlers’ ever-present 
problem of manpower, which the industry has 
bucked for quite a few years now. A digest of 
buying. habits in five cities shows that all 
brands are slowly gaining strength and pin- 
points the grocery as our most important out- 
let. There’s another which forecasts the sales 
possibilities inherent in our growing popula- 
tion, and still another which breaks down the 
art of selling into six basic steps for a fast 
refresher of individual sales programs. 


xk 


Branching out from this main theme, a num- 
ber of articles in this issue provide case his- 
tories of current campaigns and promotions, 
the development of markets or the introduction 
of new lines. For instance, Quinine water 
looms as an important contender for summer 
volume, with at least four firms with wide- 
spread operations contesting for the market. 
The dietetic beverages continue to make sales 
gains; a cola in quarts, handy packed in a two- 
bottle carton is heavily promoted. Further, the 
activities of the bottlers along many lines are 
pictured in a photo-feature of several pages. 


xk k 


Deposits and prices come in for their share 
of attention too. In Maine, the idea of a 5c 
deposit for smalls has taken hold, and bids fair 
to solve that area’s deposit problem. For as 
long as conditions warrant it, N.B.G. will pub- 
lish as a regular monthly feature, a report on 
price levels in all the 48 States, covering more 
than 100 specific cities. The preliminary report 
appears this month—thereafter, it will be pub- 
lished in a form which will give our readers 
the full picture at a glance. 


x *k * 


All of the above items constitute only a part 
of the contents of this issue. There’s lots more 
of the kind of factual, informative articles and 
other data which have made N.B.G. the “Read 
Book” of the soft drink industry. 
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Dietetic Drinks Past "Fad" Stage, Says 
Parent Firm Exec Citing Big Sales 

An executive of a prominent eastern parent com- 
pany said last month that sales of dietetic drinks, 
according to a continuing survey being conducted 
by his firm, are now running into several million 
cases in the New York area alone. (Wall Street 
Journal recently commented that diet drinks are 
now reported to account for about 3°; of total soft 
drink volume.) 

Speaking extemporaneously before approximately 
70 trade officials attending A.B.C.B.’s annual spring 
meeting in Washington, D. C., May 7, the parent 
firm executive stated that the non-nutritive, syn- 
thetic-sweetened beverages could no longer be con- 
sidered a fad. He pointed out that sugar-less drinks 
are now found in better than 60% of N. Y. C. outlets 
and that distribution is being further expanded 
through large scale advertising programs. (Kirsch 
Beverage Co., Brooklyn, N. Y., has reported that 
advertising on its ‘““No-Cal” will total about $300,000 
this year. ) 

A leading New England bottler (a former 
A.B.C.B. President) agreed that dietetic drinks are 
beginning to make deep sales inroads in certain 
markets, and noted increasing pressures on State 
Legislatures to legalize their distribution. Devel- 
opments last month confirmed the existence of these 
pressures. 

@ In Massachusetts, revised regulations governing 
the sale of synthetic sweetened foods were adopted 
last month. The changes now permit the sale of 
dietetic drinks in retail stores, but provisions must 
be made for their segregation from other food 
products. 

@ In Delaware a bill permitting the sale of soft 
drinks with certain artificial sweeteners has passed 
the House. The bill okays the use of Sucaryl but 
prohibits the use of saccharin. 

@ Karlier (see last month’s N.B.G.), Minnesota 
adopted a law okaying the use of synthetic sweet- 


eners in soft drinks. 


THE TRADE 


Sugar Price Relief Again Asked 
By Industrial Users 

Major industrial users of sugar last month peti- 
tioned Agriculture Secretary Ezra Taft Benson 
(again) to review “existing inequities” that have 
continually forced the price of sugar upwards. 

They pointed out that the price of refined sugar 
at wholesale “is at its highest point seasonally since 
the Sugar Act was passed”; that the normal seasonal 
price trend in sugar “will put the price at even 
further unreasonable levels”, and that “emphasis 
placed on price in the setting of present quotas is 
out of all proportion to the emphasis placed on the 


interests of consumers.” 


Industry Moves Against Anti- 
Beverage "Propaganda Peddlers" 
Executives of leading franchise companies and 
officials of A.B.C.B. gathered with N.B.G. Editors 
May 7 in Washington, D. C., at a special conference 
sponsored by this publication to determine ways 
and means of best countering the mounting, un- 
justified attacks against bottled soft drinks by the 


“propaganda peddlers”. General agreement was 





AFTERMATH OF TORNADO... 


Bottling plant where Dr. Pepper got its 
start—Dr. Pepper Bottling Co. of Waco. 
Texas, was amongst buildings most 
severely damaged by catastrophic hur 
ricane of May 11. 







reached that more widespread and intensive trade 
effort is needed to acquaint the public with the true 
values of this industry’s products. (Full story 
page 12.) 

In another move aimed at enlightening dental 
groups (sources of many anti-beverage attacks) to 
the fact that there is no valid, scientifically-proved 
relationship between soft drink intake and tooth de- 
cay, A.B.C.B. announced plans to place additional 
“educational” advertising in official dental publica- 
tions this summer. One ad explains that a decal- 
cifying concentration of acid does not persist in the 
saliva of humans after drinking acidulated bever- 


apes, 


New Price Breaks In Chicago 

Four prominent Chicago bottlers recently an- 
nounced price increases which, significantly, put 
their new wholesale levels substantially above Chi- 
cago Coke’s 90c¢ per case price. 

Dr. Pepper Bottling boosted to $1.20 on Dr. 
Pepper, NuGrape and Sun Crest. Nesbitt’s went to 
$1.30, and $1.10 on flavors. Dad’s Root Beer upped 
to $1.30 on 10-0z., $1.60 on 32-0z. Hires Root Beer 
increased to $1.00 on 8-oz., $1.30 on 12-0z., and $1.60 
on 28-02. 

(For details of other important price breaks, and 
a listing of wholesale price levels in over 100 key 
U.S. markets, see article beginning page 10.) 


Hard Hit By Tornado, Waco Bofttlers 
Aid Community... 

Soft drink bottlers in Waco, Tex., hard hit them- 
selves by a disastrous tornado which struck the 
community last month, went all out to help in rescue 
and relief work, donating their trucks, personnel 
and products. Coke, Grapette, 7-Up, Nehi—Royal 
Crown, Pepsi-Cola, and many others all pitched in 
to aid their stricken community. Accompanying 


photo (and cover picture) shows the effects of the 


catastrophic hurricane. 








Pa. Beverage Tax Threat Grave 


The threat of a reimposition of Pennsylvania’s 
discriminatory cent-a-bottle beverage tax, repealed 
in 1951, became gravely serious last month. There 
were indications that Governor John S. Fine, who 
kept his campaign promise to remove the levy two 
years ago, may now feel that a beverage tax, which 
is expected to raise $27 million annuaily, is again 
needed to help balance the budget for the 1953-55 
fiscal period. 

In an article headlined, “GOP Planning To Horse- 
Trade For Tax Support”, the Philadelphia Inquirer 
last month commented: 

“The Republican leadership is not going to throw 
its weight behind a corporate net income tax boost 

.. unless the Democrats agree to an increase in 
the levies on beer, cigarettes and possibly soft 
drinks.” 

The newspaper added: “Republican leaders are 
preparing to confer with Democratic chieftains to 
determine whether any of the levies are acceptable 


, 9? 


as the first step in the legislative ‘horse-trading. 


Canada Dry Shows Rise In 
Six-Month Sales, Net Income 

Canada Dry Ginger Ale, Inc., and its subsidiaries, 
last month reported that net sales for the first six 
months of its fiscal year, ended March 31, were 
$31,546,903, compared with $31,082,066 a year ago. 
Net earnings were $950,439 or $.44 per common 
share after preferred stock dividends, compared 
with $734,588 or $.33 per share in the correspond- 
ing period of the previous year. 


FDA Bans Coumarin Use, But 
Replacement Now Available 


The Food and Drug Administration last month 
issued a regulation prohibiting the manufacture 
and use of coumarin as a flavoring agent in extracts, 
flavors, and all food products intended for human 
consumption. FDA said it was banning the product, 
often used in cream sodas, because of its cumulative 
toxic effect on the human system. 

But almost immediately afterwards, a well-known 
flavor house—Flavor Corp. of America, Chicago — 
announced the availability of an economical vanilla 
flavoring agent to replace coumarin. The product, 
called Neutone, is said to contribute a natural flavor 
effect reminiscent of fine cured vanilla beans. The 
comparative flavor strength of Neutone is approx- 
imately the same as coumarin. 


Parent Company, Bottlers Jubilant 
Over Pepsi-Cola's Future 

Pepsi-Cola Company’s President, Alfred N. 
Steele, said last month that he confidently expected 
Pepsi-Cola would not only continue its accelerated 
sales trend throughout 1953, but that the first six 
months would set an all-time sales record. ‘For the 
past three years”, he declared, “our sales have con- 
stantly and consistently increased, and in fact, 1952 
established a record high for domestic case sales of 
Pepsi-Cola.” 

Two of Pepsi’s leading bottlers concurred with 
Mr. Steele’s optimistic outlook. E. E. Beisel, presi- 
dent of the Pepsi-Cola Bottling Co., Chicago—the 
largest independent Pepsi bottler in the U. S., re- 
ported he was never more enthusiastic about Pepsi’s 


prospects, and pointed out that his plant last year 
scored a sales increase of 1,150,000 cases over 1951. 
V. D. Dardi, president of Blair Holdings Corp., 
which owns Los Angeles Pepsi-Cola, also endorsed 
Mr. Steele’s appraisal. He said: “We have never 
been in a stronger position both financially and sales- 


wise’”’. 


Beverage Exhibit Space Almost Sold 
Out—But Little Heavy Equipment 
To Be Shown 


189 supply companies already have been assigned 
space for the forthcoming A.B.C.B. beverage ex- 
position in Chicago, November 9-12 (193 firms ex- 
hibited last year), but most heavy equipment 
makers will not be showing their wares. 

Representatives of heavy machinery firms, in an- 
nouncing plans for limited participation at this 


year’s exposition, said last month that the cost of 


exhibiting every year is too prohibitive. 


Dr. Pepper Sales Up, Earnings Down In 
Ist Quarter; Expansion Activity Cited 
Net sales of the Dr. Pepper Company, Dallas, 
continued to climb during the first quarter of 1953 
the 14th consecutive quarterly rise over sales in 
previous corresponding quarters. However, net 
earnings, due to a 63 per cent increase in deprecia- 
tion, dipped to 13 cents per share compared with 18 
cents per share for the same period of 1952, Presi- 
dent Leonard M. Green reported. Nonetheless, di- 
rectors last month voted the usual quarterly dividend 





(Continued on Page 8) 





TRADE EXECUTIVES STUDY SALES SURGE OF DIETETIC DRINKS, OTHER INDUSTRY PROBLEMS ... 





The amazing sales surge of dietetic beverages, and the question of how often beverage 
expositions should be staged. were the major subjects discussed by approximately 70 
industry executives, including officials of supply companies and franchise houses, 
A.B.C.B. leaders, and trade press editors at the annual A.B.C.B. Spring Meeting in 
Washington. D. C. Several speakers contended that the dietetic drink is fast becoming 


Sey : 


an important sales rival of the sugar-containing product. On beverage expositions, 
heavy equipment makers suggested an every-other-year schedule, noting that their 
participation costs are extremely heavy. Significantly, there was little discussion on 
prices—an indication, perhaps, that price increases effected during the past year are 
enabling most bottlers to operate profitably. 
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. fot weather time is 


en ume 


It’s time for summer diversion . . . time for outdoors 
and hot-weather refreshments . . . time for bottlers to 
meet peak demands for thirst-allaying beverages. 

And it's the right time to bottle your brands in 
Glenshaw Color-Prints . . . the bottles that sparkle and 
“*spark’’ your sales! 


GLENSHAW GLASS CO., Inc., Glenshaw, Pa. 


















GLENSHAW 
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Red Seal Imitation 
| Nirawberry 
— Havers 


40 
94 Strawberry beverages become a delightful, 
54 exciting adventure in tangy, bubbly good- 


ness with Red Seal Strawberry Flavors. 
A sure sales stimulator! 


\ \ 
68 WAR? 


WILD STRAWBERRY 


94 \ 


a1 ay FRUITY STRAWBERRY 


43 ‘ \ mo) 
STRAWBERRY COMPOUNDS, s 
2 or 4 ounce ' oO 
Oo \ 
94 : " 


. * 9 _— APACHE. STRAWBERRY 
35 , 's) 

81 > : '@) 

If your. order comes in 

before noon, shipment 


is made the same day! 
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Canada Dry Plants all over the country have used World 
Rotary Labelers for years. That is why they are quick to 
recognize the advantages of the WORLD Tandem Labeler. 


— its capacity to handle full bottling line production, from 
75 per minute to 350 or more per minute (the latter 
requiring only one operator and one 5-unit Tandem). Extra 
Tandem units are economically added as production increases. 


— its flexibility. The Tandem applies body labels, neck 
labels, and foil if desired. Continuous bottling line production 
is assured — one Tandem unit may be stopped and the 

other units will take the full load. 


— its dependable performance — Canada Dry knows from 
past experience that WORLD Labelers can be relied upon day 
in and day out, year after year. 


Ask us to give you the facts and figures on the last word in 
automatic, high production beverage bottling labeling 
— the WORLD Tandem Labeler. 


Lage 
ECONOMIC MACHINERY COMPANY 


60 FREMONT STREET 
WORCESTER 3, MASSACHUSETTS 





DIVISION OF GEO. J. MEYER MANUFACTURING CO. 


CUDAHY, WISCONSIN, U.S.A. 


World Four-Unit Tandem Labelers like this are on the job 
at the Ozone Park, N. Y., Pittsburgh, Pa., and Maywood, III. 
bottling plants of CANADA DRY. 


















WORLD Zandam LABELER jor 


C7. VY.) 


Body and neck 
labels on 7, 12 and 
28 oz. Canada Dry 
bottles are neatly, 
firmly and precisely 
applied by the WORLD 
Tandem Labeler. 








of 15 cents per share—the company’s 94th consecu- 


tive dividend. 

Earnings before taxes for the period were $215,- 
252 compared with $253,098 last year after reflect- 
ing depreciation of $169,902 compared with $104,- 
242 in 1952. The increased depreciation schedule 
was due to the company’s rapid expansion in the 
vending field, Green stated. 

The Dr. Pepper president also cited these major 
first quarter developments: opening of a new $300,- 
000 company-operated bottling plant in St. Louis; 
growing acceptance of the 12-bottle carton, the in- 
troduction of a revolutionary, low-priced Dr. Pepper 
cup vending machine, and the fact that more plants 
are bottling Dr. Pepper exclusively than at any 


time in the company’s history. 


Hires Sales Increase 

Charles E. Hires Co., for the first 1953 quarter. 
has reported net sales of $1,614,709, compared with 
$1,396,798 for the corresponding period a year ago. 
Net sales for the 6-month period ended March 31 
also showed a hefty increase—$3,099,222, com- 
pared with $2,698,055 in the preceding 6-month 
period. 

A net loss of $135,741 was shown for the first 
1953 quarter, as against a loss of $137,695 for the 
corresponding 1952 quarter. For the six-month 
period ended March 31, 1953, the net loss totalled 
$139,829, compared with a loss of $250,659 for the 


corresponding half-year period in 1952. 


1954 Beverage Exposition: Is It Miami? 


It’s only a “reliable report’”—but trade scuttle- 
butt has it that the 1954 A.B.C.B. convention- 
exposition will be staged in Miami, as usual in No- 


vember. Got your sun tan oil handy? 


Bowey's Executive Elected President 
Of Flavoring Extract Makers' Group 


William H. Hottinger, executive of Bowey’s, Inc.. 
Chicago, was elected president of the Flavoring 
Extract Manufacturers Association of the United 
States at the forty-fourth annual convention of the 
organization, May 10-13, in Atlantic City, N. J 
Mr. Hottinger succeeds W. G. Grant of the National 
NuGrape Co., Atlanta. 

Don C, Jenks, Foote & Jenks, Jackson, Mich.. 
was elected first vice president; Myron J. Hess. 
S. Twitchell Co., Camden, N. J.; second vice presi- 
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dent, and E. N. Heinz, Jr., Food Materials Corp., 
Chicago, ci Siebpneaddant. 


News Briefs 

New Jersey bottlers are having their dental 
troubles, with a prominent local dental society re- 
cently taking the stand that soft drinks are a prim- 
ary cause of tooth decay. The bottlers did not take 
the attack lving down; their association immediately 
prepared a hard-hitting reply (which was published 
in Many newspapers), and even challenged the New 
Jersey State Dental Society to a public debate on 
the matter. P.S.—So far, the dentists have spurned 
the invitation ... Average weekly earnings of soft 
drink production workers in February 1953 (latest 
figures available) were $57.54 for a 42-hour week. 
This is equivalent to average hourly earnings of 
$1.37 ... The 25 leading brewers sold 60°; of total 
national beer volume in 1952. This compares with 
58% in 1951, 46% in 1947 . Canada Dry was 
launched in London last month—just before the 
peak Coronation festivity. (Which was no acci- 
dent) . . . American Sugar Refining Co., largest 
sugar refiner of this country, is fighting back at 
those reducing diets that limit one’s intake of 
sweets. It is doing so with a big advertising cam- 
paign which includes full-page color work in maga- 
zines and space in 280 newspapers. 


Four sizes of single-trip.soft drink bottles are 
now being produced by the Foster-Forbes Glass 
Co., Marion, Ind. The capacities are: 12-0z., 16-0z., 
24-0z., and 32-0z. The bottles are of flint glass, 
lightweight, and fire finish. 
complete advertising and promotion program in the 
history of the National NuGrape Company, At- 
lanta, Ga., got underway June 1, according to W. ¢ 
Grant, secretary of the firm. We'll have full details 
next month. 


. The largest and most 





HOW YOUR COSTS HAVE GONE UP 


The extent of increases in costs of major items 
entering into the production of bottled soft drinks 
was cited at the recent Minnesota bottlers’ con- 
vention. These changes were noted: 


Yo 
1941 1953 Increase 
Bottles $ 485 $ 7.81 62-75 
Cases 45 93 105 
Sugar 5.75 9.80 7\ 
Crowns 14ce-.15¢  .22¢-.23c 65 
Cartons 15.00 32.00 112 
Labor (Twin City 
Scale) .70 1.485 105 
Trucks (Chev. 
2-ton, 2-speed 
rear axle) 1,050.00 2,400.00 125 
Truck Bodies 800.00 1,440.00 80 


Average overall expense increase: 89°, 
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It doesn’t take a bunch of capering children, 
hurrying housewives or harried husbands to make 
up the kind of picnic we have in mind. 

What we're talking about is the profit picnic 
you'll have if you bottle Twitchell flavors! 

‘Cause when you get Twitchell-flavored bever- 
ages out on the routes you'll find demand increas- 
ing... sales going up... and a goodly share of 
repeat business on your books. 

And here are four top-notch Twitchell taste- 
pleasers that will head you down the profit road: 


TWITCHELL’S STRAWBERRY CREAM—A vanilla 
type, with a palate-pleasing strawberry overtone. 
Deliciously -flavored, its clear, sparkling, enticing 
appearance appeals to customers the year ‘round. 


S. 





It’s Picnic Time For You, Too, Mr. Bottler ! 





TWITCHELL’S 400 ORANGE—A 4-07. flavor 
with a new and different orange tang. Its full 
flavor and fine, juicy appearance push sales up 
wherever it’s sold. 


TWITCHELL’S WT GRAPE—A real wine base 
gives this 4-o0z. imitation flavor a rich, natural 
flavor. It’s one of those “just right’’ blends that 
keep customers coming back for more. 


TWITCHELL’S BLACK CHERRY—You can't go 
wrong with this superlative blend of cherry extract 
and natural flavors! It’s a 4-oz. item, with artificial 
color added to give an eye-catching dark 
cherry hue. 


Write today for prices, samples—or gallons 
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teel why 


this crown. 


feeds faster 


Feel the underside of an Armstrong’s Crown. It’s 
really smooth. There’s no rough burr—no sharp 
edge. This means less friction in crowner chutes, 
fewer hang-ups, less downtime. 

The smoothness of “Hi-Speed” Crowns gives 
you other advantages, too. You get fewer 
scratched decorations, less dust in equipment, 
more efficiency on your filling lines. 

You get, too, all the other advantages you ex- 
pect in a top-quality crown. “Hi-Speed” liners, 
for instance, are of the finest cork available to 
give your beverages full favor protection. And a 
special lacquer coating protects your bottles 
against rust stains. 

Next time you order, try Armstrong’s “Hi- 
Speed” Crowns, Test them on your own lines 
and see how smoothly they perform. For details, 
contact your nearest Armstrong representative or 
write direct to Armstrong Cork Com 
pany, Glass and Closure Division, 5506 





Coral Street, Lancaster, Pennsylvania. 


Armstrong’s Hi-Speed Crowns 


Western Representative: 


JOHN MULHERN CO. 
San Francisco 24, Los 
Angeles 23, Seattle 9 








BEVERAGE PRICES 
IN NATION'S 
KEY MARKETS... 











OP nents beverage price levels on the three 
major soft drink bottle sizes (6-8 oz., 10-12 oz., and 
quarts) in over 100 cities in 17 States are revealed 
in early returns from a continuing national survey 
just inaugurated by NATIONAL BOTTLERS'’ 


GAZETTE. 


When all returns are received N.B.G. will intro- 
duce an important new and exclusive monthly fea- 
ture-— A BEVERAGE PRICE CHART OF THE 
UNITED STATES—which will show at a glance the 
wholesale price ranges of bottled soft drinks in the 
200 leading U.S. cities ...and many less-prominent 
marketing areas. This will serve N.B.G. readers as 
a handy, useful reference tool on pricing—the No. 1 
key to profits. 

From an overall standpoint, the initial returns add 
further substantiation and clarification to already- 
established facts on soft drink pricing: West Coast 
bottlers are operating with the most profitable 
prices; Southern and Southwestern bottlers, with 
relatively few exceptions, still are maintaining “tra- 
ditional” (the lowest) prices; while bottlers through- 
out the rest of the country generally are getting 
between 90c¢ and $1.20 on splits. 

These wide differentials in beverage pricing, it is 
also indicated, extend not only from one section of 
the country to another, but also are generally 
prevalent in individual markets, large and small. 
Rare is the city where there are uniform price levels. 

Here are the price market facts received to date: 








ARIZONA 

Cities 6-8 oz. 10-!20z. Quarts 
Phoenix 80-1.10 .80-1.10 1.25-1.90 
Tucson 80- .90 .80-1.10 1:25-1.60 
Northern Part State 1.20 1.20 1.60-2.75* 
Safford .80 80 1.25-1.60 
Douglas .80- .90 1.25-2.75* 
Yuma 1.10-1.20 1.20 1.25-2.10* 
* $2.75 price is on no-deposit quarts. 

CONNECTICUT 
Cities 6-8 oz. 10-120z. Quarts 
Waterbury 80-1.12 1.00-1.20 1.25-1.85 
Hartford 80-1.12 1.00-1.20 1.25-1.85 
New Haven 80-1.12 1.00-1.20 1.10-1.85 
Bridgeport .75-1.12 1.00-1.20 1.00-1.85 


Other sections of State show about the same range in 
prices as four cities listed. 





(Continued on page 81) 
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THE COVER PICTURE 





Fickle weather, which brought exces- 
sive rain to a large part of the country 
most of the Spring, in southwestern 
States loosed tornadoes with death and 
destruction in their wake. A man was 
killed in the cab of this truck, in Waco, 
Texas, outside Dr. Pepper plant. 
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Let's Get The Right Answers 


AN DWERSTANDABLY, the fast developing. non- 
caloric dietetic type beverages, now more than a year 
old and growing fast. are a matter of interest to re- 
sponsible elements in the trade. 

First. of course, is the bottler. Current trade es- 
timates of about 100 plants producing dietetic bev- 
erages are probably inaccurate as additional bottlers 
enter the field each day. Hundreds more are hes- 
itating about making this type of product. while 
watching wide-eved the volume achieved in several 
important areas. This is a form of indecision we 
understand, since it forecasts making a decision on 
the basis of facts and local conditions. 

\ second group eyeing this new development very 
carefully is the flavor and franchise companies. 
Those few already in this market with flavor bases 
or franchise arrangements are being carefully 
watched by the others for signs which will give 
them the cue to their final plans. 

Finally. the national association has also become 
involved, since it officially considered the matter of 
permitting exhibition of dietetic beverages or bases 
at the forthcoming Exposition. A. B.C. B. decided 
that because of its “controversial aspects”. including 
the promotion of dietetic drinks in relation to sugar 
containing products. and the lack of uniformity in 
State laws (there is prohibition in many) that these 
products may not be displayed at the 1953. show. 
but have a chance to get in later. The A. B.C. Bos 
indecision. therefore. is different from the ones men 
tioned previously, since it is followed by a pro 
hibitionary measure. With this stand we are in 
strong disagreement. 

Having carefully watched and reported all de 
velopments in dietetic beverages from their very 
beginning. we had hoped that perhaps the beverage 
industry would avoid the error made by other in 
dustries in somewhat similar situations. It appears 
now that the soft drink industry, if it is to) be 
euided by the stand of the national association. will 
be falling into the same trap of indecision exhibited. 
for example. by the fountain pen manufacturers upon 
the advent of the ball point pens. The new gadgets 
swept the market upon their introduction, are now 
leading fountain pens in sales by nearly 2 to 1. 
while most of the industry stood back and waited, 
Now. the standard fountain pen manufacturers are 
making ball point pens. too. 

lee cream manufacturers and producers of vege 
table fat frozen desserts are also involved in an un 


easy peace. Most of the dairy processors are now 
| | 


making the so-called “imitation” ice cream, or are 
prepared to do so at a moment's notice, after a period 
of ignoring the growing competition from “out- 
siders”. These people seem to have learned a lesson 
from the sixty-year-old fight between butter and 
oleo” where it has been fully demonstrated that the 
consumer is king and cannot be thwarted in getting 
what he wants. 

The dietetic beverages are neither new nor revolu- 
tionary. Non-nutritive sweeteners have been used 
in beverages for many years however, almost com- 
pletely for a special group of consumers, namely, the 
diabetics. 

The current high degree of interest and attention 
to obesity is the real reason for the resurgence of 
these new beverages. sweetened either with the 
eyelamates or saccharin, or both. Because it) can 
only serve a portion of our total market (generally 
figured at 15 million people) and is either desired 
nor demanded by most consumers, N. B. G. regards 
the dietetic beverage as a specialty product designed 
for this special and required purpose. We know 
that the initial advertising and promotion of some 
dietetic beverages has been a litthe “wild” and some 
times contrary to the dictates of good business. 
Kventually, however. dietetic heverages will reach 
their peak. find their proper place as a specialty 
product, and provide bottlers, who are permitted by 
State law to make them, with a fair-to-good volume 
of “plus” business. 

We do not pretend to know all the answers and 
we are not so naive as to close our eyes to possible 
dangers that could develop but we cannot see any 
point to closing the doors of the 1953) Exposition 
to the display and investigation of those beverages 
that are now on the market. This action will not 
prevent exhibitors and bottlers from talking about 
them in the booths or aisles. or from viewing pack 
ages kept in desks. or reading brochures handed out 
by exhibitors. There is no point in trying to ignore 
the situation, because it) will not respect such 
ostracism. The Show prohibition can only widen 
the schism. if such exists. A similar action with 
regard to cup vending machines several years ago 
had no effect on the later activities of bottlers who 
now operate thousands of these machines. 

This will, undoubtedly. be true in the case of the 
ban on dietetic drinks. The A. B.C. B. stand does 
nothing positive or helpful about a new industry 
development, except to make it more diffteult) for 


the bottler and the industry to find the right answers 
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CONFERRING ON PROPAGANDA PROBLEM ... 


Left to right from outside table: Leonard Green, Dr. 
Pepper Co.; W. J. Willians, Canada Dry Ginger Ale, Inc.; 
John Tabor, Seven-Up Co.; Frampton King, The Coca-Cola 
Co.; Joe LaPides, ABCB; R. A. Jolley, ABCB; E. R. Ander- 
son, ABCB; M. J. Becker, Editor, NATIONAL BOTTLERS'’ 
GAZETTE; Thomas Moore, ABCB; Jerry E. Stevens, NA- 
TIONAL BOTTLERS’ GAZETTE: Ed Wagner, ABCB; Bar- 
ney Berns, Dad’s Root Beer Co.; Wilbur Glenn, ABCB 
and also representing Nehi Corp.; W. G. Grant, National 
NuGrape Co. Inside table (Il. to r.): George Derry, ABCB; 
Don Woode, Citrus Products Co.; Loring Overman, ABCB; 
Frank Gray, Mission Dry Corp.; J. T. Hunsaker, Nesbitt 
Fruit Products, Inc., and Ben Koch, O-So Grape—Dr. 
Swett’s Root Beer Companies. Not in photo but also in 
attendance: John Gorski, Charles E. Hires Co.; John Riley 
and Bill Davis, ABCB. 


Anti-Beverage Propaganda Scrutinized 
At N. B. G., Sponsored Trade Confab 


P noMinent executives of twelve leading fran- 
chise companies, and officials of A.B.C.B. and its 
Public Relations Committee conferred at a special 
meeting in Washington, D. C., on May 7, on ways 
and means of successfully countering the completely 
unjustified anti-soft drink attacks which have be- 
come more prevalent and intensified in recent 
years. 

The meeting was sponsored and arranged by 
NATIONAL BOTTLERS’ GAZETTE as an industry ser- 
vice, and was a follow-up of a similar gathering 
(of franchise companies only) held at the 1952 
National Convention-Exposition last November in 
Atlantic City. 

Both meetings were of an exploratory nature, 
at which it was unanimously and strongly agreed 
that all parent companies, and their licensed bot- 
tlers, should put their individual and collective 
efforts behind the fight against anti-beverage prop- 
aganda to lend their support to the work on 
the propaganda problem now being done almost 
solely by the national association. 

At last month’s follow-up meeting, arranged 
by N.B.G. at the request of franchise company 
representatives attending the first session, many 
tactical and stretegic ideas were advanced on how 
the industry might best conduct the fight against 
the pernicious anti-soft drink propaganda. 

One parent company official suggested that 
greater efforts be made to sample professional 
people whenever and wherever possible, since many 


anti-beverage attacks apparently are emanating 
from misinformed medical and dental groups. He 
noted that his company is now conducting such 
a program with advantageous results. 

A second recommendation was that attempts 
should be made to gain the active support of the 
sugar industry and all sugar-using industries in 
the fight, since sugar is the actual product under 
attack. Surprisingly, A.B.C.B. officials pointed out 
that they had tried to enlist the help of the sugar 
industry on numerous occasions—but with no suc- 
cess whatsoever. However, it was noted that the 
sales successes scored by the recently-introduced 
synthetic-sweetened soft drinks (and other food 
products) had alarmed the sugar industry to the 
point where it is now taking concrete steps to pro- 
mote the benefits of sugar and sugar-containing 
products in positive fashion. 

It was further advocated that all soft drink 
interests join hands in a cooperative consumer ad- 
vertising campaign to promote the positive ad- 
vantages of bottled soft drinks. (Ed. Note: Sev- 
eral local bottlers’ groups are now conducting co-op 
ad ventures with marked benefits. However, a na- 
tional co-op ad drive attempted by the industry 
many years ago wound up abortively. ) 

A somewhat similar proposal was that the in- 
dustry select a hard-hitting positive slogan that 
could be incorporated in every company’s adver- 
tising. Some parent companies indicated that they 
would give this serious consideration. 


Another suggestion was that parent companies, 
and every bottler, distribute currently-available ma- 
terials which. debunk anti-beverage propaganda. 
These materials, containing valid, scientific evi- 
dences that soft drinks are not harmful in any re- 
spect, are available from A.B.C.B. and some state 
bottlers’ organizations. Members of the California- 
Nevada Bottlers’ Association, it was pointed out, 
have distributed thousands of copies of a booklet em- 
phasizing the wholesomeness and nutritional values 
of soft drinks. Conceivably, such literature could also 
be profitably distributed by other state bottlers’ 
groups, local bottlers’ associations, individual bot- 
tlers, and the parent companies. 

NATIONAL BOTTLERS’ GAZETTE, on its part, sug- 
gested that a committee representing the parent 
companies be appointed to work with the A.B.C.B 
Public Relations Committee to expedite a follow- 
through on the ideas advanced at the meeting. Al- 
though no action was taken on this proposal, the 
A.B.C.B. and parent company officials urged N.B.G. 
to continue plugging for more widespread indus- 
try interest in, and action on, the propaganda 
problem. 

In addition to the twelve parent companies rep- 
resented at last month’s special meeting, N.B.G. 
received numerous expressions of support from 
other franchise firms unable to attend. They of- 
fered their complete cooperation and support in any 
industry undertaking aimed at creating a true 
understanding of the merits of bottled soft drinks. 
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The increasingly-popular gin and tonic 
mixer is now being bottled by, and get- 
ting strong ad support from, Canada Dry, 
Pepsi-Cola, White Rock, and Hoffman. 
Flavor houses, too, have posted entries 
... and the race is on. 


74 HOT and heavy competitive battle on the bever- 
age industry’s ‘new’? summer sensation, quinine 
water—the gin and tonic mixer, looms this summer 
with four of the trade’s largest names in the mixer 
field already having launched large-scale promo- 
tional programs on behalf of their respective entries. 

The four products involved are Canada Dry’s 
“Quinac” (which to date has received the heaviest 
promotion in the U. S.), Schweppes (the long-famed 
British drink recently acquired for domestic distri- 
bution by the Pepsi-Cola Co.), White Rock’s “Q-9”, 
and Hoffman Beverage Company’s (Newark, N. J.) 
Quinine Water, which has just made its debut. In 
addition, several well-known flavor houses have de- 
veloped quinine syrup bases which they are now 
offering to their bottler-customers. 

Although quinine water had been available in a 
few metropolitan markets for many years, it had 
generally been regarded as a class product with 
limited appeal until a few summers ago. Then, 
Canada Dry suddenly and unexpectedly inaugurated 
a big advertising push on its Quinac. Volume started 
to climb so rapidly, the company soon started pro- 
moting the beverage in mass-market media and 
extended distribution from bars to grocery stores 
with phenomenal success. (In Canada Dry’s 1952 
annual report, President Roy W. Moore termed 


Quinac’s progress “one of the brightest success 
stories in recent beverage history.” ) 

So outstanding a sales achievement does not go 
unnoticed, of course, and the consequent introduc- 
tion of gin-and-tonic mixers by other leading trade 
factors, with heavy advertising support, is to have 
been anticipated. And, undoubtedly, before this sum- 
mer is over, more bottlers, parent companies, and 
flavor houses can be expected to probe the quinine 
water field. 

Facing up to this influx of competition, Canada 
Dry, which reportedly accounted for better than 
80°; of all quinine water sales in the U. S. in 1952, 
is not resting on past laurels. It has confidently 
announced plans to at least double last year’s record 
volume on Quinac, and as its public relations man 





proudly points out, “is rolling out an impressive 
battery of artillery for this year’s push.” 

To be sure, the artillery is indeed “impressive”, 
and includes the addition of both a split-size and 
28-0z. package to accompany the 12 0z. product. The 
split size, to be marketed in a _ six-bottle deluxe 
carton, marks the general introduction of Quinac 
splits to the retail trade. The 28-ounce size, 
moderately priced, will be featured as the 
economy package. In addition, new label designs 
eliminating ‘tonic’? and emphasizing “Quinac” (to 
further strengthen brand identity), will appear on 
all sizes, while the 4-bottle carton for the 12-oz. 
bottle has been redesigned to conform with these 
labeling changes. 

Advertising - wise, Canada Dry has. already 
launched its largest Quinac campaign with full- 
color ads in ten national magazines, plus Sunday 
supplements and large-space ads in newspapers, and 
special point-of-sale displays. Significantly, the 
Quinac ads will take on an entirely new approach, 
departing from the gin and tonic theme and stress- 
ing Quinac as a mixer good with gin, rum or vodka 

and by itself too. (In England, 60° of quinine 
water consumption is as a straight beverage. ) 

Distribution will be the widest ever this year, 
with ALL 155 Canada Dry plants offering Quinac 
in their markets. 

Canada Dry’s major competitors in the quinine 
water field also have impressive programs in the 
works, though evidently not quite on the same 
scale. They too, incidentally, will plug their respec 
tive products as all-around mixers, instead of pro- 
moting their use with gin alone. 

Spearheading its initial campaign on its just- 
introduced quinine water (12-0z.), Hoffman Bever 
age, Canada Dry’s strongest competitor in the 
northeast, is running full-page ads in the “New 
Yorker” magazine, in addition to billboards and 
posters on the more than 400 company-operated 
trucks. Tie-in advertising with leading gin and rum 
importers also has been arranged. 

White Rock’s “Q-9”, in 7-0z. and 12-0z. sizes, will 
be offered this year through the five company 
operated plants (N. Y., Boston, Chicago, Miami, 
Los Angeles), and by many of White Rock’s fran 
chise bottlers. Large newspaper ads and a variety 
of point-of-purchase materials will support the 
product in all markets where it will be distributed. 

Pepsi-Cola, which started bottling and distrib- 


uting Schweppes Quinine Water in six and ten- 


Competition Sharpens for 
Quinine Water ‘Jackpot’ 















Canada Dry’s big push on Quinac quinine water this 
year features the introduction of both splits and quarts 
to the retail trade, with a deluxe new carton of six 
splits (right), new label designs on all sizes, and (not 
shown) a new 4-bottle carton of the 12-oz. size. 





Marketing of Schweppes Quinine Water, in special six- 
and ten-ounce sizes for U. S. distribution, was started 
by Pepsi-Cola in New York last month. Because the 


drink is made from ingredients imported from England, 
thus eliminating the extravagant practice of shipping 
the bottled product across the Atlantic, a 90% saving 
in shipping charges has been effected. This enables 


Pepsi to sell the drink at popular price levels. 
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With CEM Automatic Lubrication, Other Exclusive CEM Features... 


main bearings, bottle lifters and gears © Stainless Steel Filling Tank 
are continuously and automatically ® Positive Crimp Control on Crowns 
supplied with the exact amount of * Nation-wide Erector Service 


lubrication required. All the operator has © Easy Fill Height Adjustment 


® Complete Instrument Panel 


to do is keep the system supplied with oil. 
CROWN CORK & SEAL CO., 


Including Tachometer 
® Smallest Horse Power in Use 


Machine Sales Division, ® Most Extensive 


Baltimore 3, Md. ( 


FILLERS 


Bottlers the world over have invested in nearly 2000 CEM FILLERS ...such approval must bs 


Functional Use of 
Stainless Steel 
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ounce sizes last month in New York, is currently 
expanding production and distribution of the prod- 
uct to other metropolitan areas across the country. 
It has also already begun a strong advertising and 
merchandising campaign utilizing newspapers, mag- 
azines and other media. Company officials confi- 
dently declare that they expect 1953 Schweppes sales 
(including the club soda) to run between one and 
two million cases. 

This optimistic viewpoint, shared by others in the 
quinine water field, has solid foundation. For while 
quinine water is one of the fastest-growing bever- 
ages to reach the market in many years, with 
millions of ardent users, it is still true that the 
majority of consumers have yet to taste it. This is 
another way of saying that the quinine water market 
is still wide open ... but the boom is on. 

That this is so, that quinine water should sud- 
denly capture the public’s fancy at this late stage 
of its existence, is difficult to explain. Certainly, 
price is not an inducement. Canada Dry’s Quinac 
retail prices, for example, which are about average, 


are 10c¢ per bottle for the split size, 15¢ for 12-0z., 


and 25c for the quart size. The last is the only 
size with a near-competitive price to the general 


run of beverages. 


It Dates Back Almost a Century Ago 


The drink, according to trade historians, origi- 
nated in India or Zanzibar as a malaria preventive, 
and efforts to develop a satisfactory version of it, 
with the quinine content reduced, began almost 
a century ago in the Netherlands. (A current 
Schweppes newspaper ad points out that “it took 

. almost a hundred years to bring the flavor and 


Ihite Rock 
Wi nh ck 


QUININE WATER 


At the finest hotels, — 
actaieltigelsip ead sie] cd 
and grocery stores. 


White Rock 


Quinine WATE 


Close-up of the two sizes of White Rock's “Q-9" (7-oz. 
and 12-o0z.) is shown in above illustration—a portion 
of a recent newspaper ad. Copy (not shown) empha- 
sizes that “Q-9" is good with rum and vodka, as well 
as with gin. Other quinine water makers also are at- 
tempting to broaden the product's sales appeal. 
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schweppervescence . .. to its present perfection.” ) 

In the U. S. the drink was first bottled in 1938 by 
Canada Dry as Indian Tonic Water to satisfy a 
limited demand from true aficianados of the bever- 
age. A year or two later, Canada Dry changed the 
product name to the generic Quinine Water... but 
gave it little promotional support. 

The product was taken off the market altogether 
during the war years when quinine was not avail- 
able to non-essential industry. Re-introduced in 1948 
(about the same time White Rock first bowed 
“Q-9”"), the product name was again changed in 
1949 (to Quinac), and it was given a small advertis- 
ing push. This initial drive proved so successful, 
Canada Dry has expanded its Quinac promotion and 
distribution each successive year since that time. 











Hoffman Beverage’s Quinine Water, just debuted, is a 
12-0z. product that’s receiving hefty introductory ad- 
vertising support. Tie-in promotions with leading gin 
and rum importers also has been arranged, the com- 
pany reports. 





Today, though quinine water still is far from 
being a household word, it is becoming increasingly 
popular with American consumers in all markets. 
And although large metropolitan areas like Wash- 
ington, D. C., N. Y., Miami, St. Louis, Los Angeles 
and Hollywood are the major consumption markets 
for the product, quinine water sales successes are 
being scored more and more in smaller territories 
like Indianapolis, Atlantic City and Fall River, Mass. 


What's the Future Potential? 


Whether the drink will eventually become a 
standard all-year-round seller like cola and orange 
still is too early to determine. There is no denying, 
however, that despite an unfavorable price disad- 
vantage, and a medicinal-sounding name, there is 


a definite sales boom on quinine water. 
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friendly service # quick, reliable delivery 


f= seventeen convenient warehouses 


Get Mathieson Dry Ice Plus today! 





Call Mathieson at: 


Atlanta, Ga. * Baltimore, Md. * Birmingham, Al * Charlotte,N.C. ¢ Jacksonville, Fla. 
Knoxville, Tenn. © Chattanooga, Tenn. © Greensboro, N.C. * Memphis, Tenn. «¢ Nashville, Tenn. 
New York, N.Y. © Norfolk, Va. * Philadelphia, Pa. © Richmond, Va. « Salftville, Va. 

New Orleans, la. * Washington, D.C. 


w MATHIESON CHEMICAL CORPORATION 


Mathieson Industrial Chemicals Division 


Baltimore 3, Maryland 


MATHIESON - 
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MEYER 
DUMORE 







BEVERAGE FILLING 
SYSTEM 








SUCCESSFUL—SATISFACTORY 


The MEYER DUMORE Syn-Cro-Mix Filling 
System is designed to meet the need for a stand- 
ard uniform product with volume production at 
low cost per unit. 





Offers economy and control factors in syrup and 
water control, accuracy of production of mix, 
uniformity of finished carbonated products with 
lower cost per case. Plus — Savings in labor and 
CO: gas —- Uniform fili, 


ri 'y is i! Illustrated above is the MEYER DUMORE Bottling Unit at the 
cw avo onus!! JOHN GRAF COMPANY of Milwaukee consisting of a MEYER 
DUMORE Bottle Cleaner and a 60-10 MEYER DUMORE Filler and 
Crowner and MEYER DUMORE Syn-Cro-Mix Filling Unit. The 
John Graf Company installed their firsts MEYER Washer in 1912. 


Over 400 xx. Syn-Cro-Mix 


* Unmatched flavor quality. Santo 


FILLING UNITS IN DAILY OPERATION = 


When the FLAVOR is there — the Customers are 
too! For Beverage that tastes better sells better! 


* Every drop in every bottle exactly the same. 





* Rich full flavors blended together before 
bottling. 





* Full flavor in every single drop. GEO. J. MEYER MANUFACTURING co. 


* All types of flavors, including pulp. 
For full details write for Bulletin SY-126-2 


CUDAHY, WISCONSIN 
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GROCERY 
BRAND 


Consumer surveys conducted by news- 
papers show strong competitive fight on 
among leading brands for top spots. 


"7 wcer statistical analyses of families in five dif- 
ferent cities buying soft drinks show a slow gain 
in the total number of users. The surveys, made by 
the Omaha World-Herald, the Milwaukee Journal, 
and three McClatchy newspapers, the Sacramento 
Bee, the Modesto Bee and the Fresno Bee, are the 
1953 editions of a continuing annual survey of con- 
sumer buying habits and brand preferences for a 
wide variety of products. 


IN MILWAUKEE 
purchasing soft. drinks in this city rose to 96.0 in 
1953 from 94.3 in 1952. The first figure was derived 
from 261,128 buyers. In 1949, 233,196 buyers affirm- 
atively responded to the question “Do you buy soft 


The percentage of buyers 


drinks for home use?” for a percentage of 95.2. 


In 1950, it was 97.2% and in 1951, 93.6%. 


In Milwaukee, the grocery store is the largest 
outlet for beverages, accounting for 46.9% of all 
purchases in 1953. In 1952 this figure was 48.0%. 
Distribution widened, however, with 122,469  re- 
ported selling soft drinks in 1953 as against 120,900 
in 1952. 1953 figures for other types of outlets were: 
drugstore, 8.1°,; liquor store, 
; others, 2.9%. 


beer depot, 36.1%; 
4.7°, ; delicatessen, 1.30 

Brand preferences are shown in the large chart 
on the next page. In this, as in the others shown in 
this report, results should not be interpreted solely 
on the basis of brand preference. No attempt should 
be made to analyze the results in terms of sales 
volume, as the respondents were not asked quantita- 
tive questions on frequency or amount purchased. 


IN OMAHA—Both the number of families pur- 
chasing soft drinks and their percentage of the 
total showed a small drop. The figures for the past 
91.6% (77,277 
(80,- 


four years are as follows: 1953, 
1952, 93.197, (78,569) ; 1951, 92.1% 


(87.750). 


families) ; 
840); 1950, 91.9¢ 


Grocery stores in Omaha are by far the leading 
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NO. 1 OUTLET; 
PREFERENCES IN 5 CITIES 


outlet, accounting for 87.9°% of all purchases. They 
were followed by drug stores, 5.0¢7; liquor stores, 
4.8%; delicatessens, .3%, other, 2.0. 

The four top brands (see table page 18), each 
recorded substantial gains in brand preference. 


IN FRESNO, Calif.—An up and down movement 


ranging within 3% is shown for the percentage of 


families buying soft drinks. 


1953 


1952 


90.3% (42,003 families ) 
88.6%, (39,228 oS ) 


1951—90.0% (38,700 re ) 
1950—88.9°7, (36,902 - ) 
1949—91.1% (35,971 ‘a ) 


Again the grocery store leads the list with 88.1¢; 





SACRAMENTO 


Percent of families buying this product who 
buy each brand. 


1953 1952 1951 1950 

SMG: p's 505005: 8 See 1.0% 58.9% (1) 64.1% 
Pepsi-Cola 33.4 32.6 32.8 
Hires , oh ae ee 36.6 44.8 
7-Up ey i. ah ee ee 28.6 25.0 28.3 
Par-T-Pak 19.2 24.1 21.7 
Canada Dry 17.6 19.7 18.9 
Dad's 16.5 12.8 
Bireley’s 15.8 15.7 13.2 
Belfast . 15.7 7.6 
Mission . : 10.5 10.0 12.3 
Shasta 7.9 10.6 14.0 
Squirt ‘ 6.4 5.2 3.5 
Arctic Club 3.9 6 6.7 
Dr. Pepper 3.9 3.5 
eer iene 3.8 4.3 5.1 
Royal Crown 3.1 2.4 3.5 
Nehi 3.0 3.7 2.3 
Mason’s 2.5 3.9 
Cliquot Club 2.2 2.2 2.8 
Nesbitt 1.6 2.3 1.3 
Cragmont 1.4 
Grapette . 1.3 Me 2.7 
Green Spot 1.3 
Less thanl% (42 Brands) 7.3 8.6 12.3 
Don’t Know and Any 8 4.5 3 

Total 295.3% (297.0% 294.1% 





SACRAMENTO 


Mixers 


Percent of all families buying soft drinks 
who buy each brand. 





Brand 1953 1952 1951 1950 
7-Up nes : 53.5% 47.0% 48.2% 48.2% 
Canada Dry 31.7 27.3 27.1 28.5 
Shasta 16.9 22.2 24.6 27.4 
Coca-Cola 11.8 12.1 11.9 11.5 
Par-T-Pak . 9.4 14.3 11.3 11.9 
Squirt ‘ F 5.3 4.3 5.5 2.6 
Belfast 3.4 1.1 
Cliquot Clul 2.8 2.8 2. 2.9 
Arctic Club 2.7 2.8 3.0 2.9 
Pepsi-Cola 2.4 2.4 3.! 3.8 
Calso 1.0 
Bubble Up 1.0 1.4 9 
Less than 1% (8 Brands) 2.3 3.9 3.5 5.6 
Don’t Know and An) 1.7 6.3 9.8 7.8 

Total 118.9% 146.5% 151.6% 155.09 

June, 1953 


(down from 89.7°, last year) of principal outlets. 
The others: 


liquor stores, 9.1% ; 


drug stores, 1.207; delicatessens, .20%; 
others, 1.4. 

Brand preferences are charted on the next page. 
Nine brands—-7-Up; Shasta; Canada 
Cola; Par-T-Pak; Squirt; Evervess; White Rock and 


Pepsi-Cola were purchased as mixers also by 26.9% 


Dry; Coca- 


of the families, with 7-Up leading the list with 


62.6%; Shasta, 24.204; Canada Dry, 15.5% and 
Coke, 11.2%. 
IN MODESTO, Calif.—A gain of over 5°; in the 


number of families buying all soft drinks was re- 
corded in this city. The 1953 percentage of 88.29 
compared with the 1952 figure of 83.007, with 1951, 


84.1%; 1950, 84.7% and 1949, 81.3%. 


Grocery stores were the principal place of pur- 


chase, with 86.30, followed by drug stores, .9%; 


delicatessens, .307 ; liquor stores, 6.9° ; other 5.6% 


A relatively close race is being run by the four 


top brands, all recording better than 300%. Coca- 


Cola led the list with 50.6°7, and in a neck and neck 
position were Pepsi-Cola with 34.8°,; Par-T-Pak 
with 31.4% and 7-Up with 30.4¢,. The full list of 


brands is charted in the first table, next column. 


The table on page 17 (third column), shows the 


MODESTO 


Percent of all families buying soft drinks 
who buy each brand. 





1953 

Coca-Cola 50.6% 
Pepsi-Cola 34.8 
Par-T-Pak 31.4 
7-Up 30.4 
Belfast . 24.5 
Hires 18.5 
Kist : 12.6 
Canada Dry 12.4 
Mission 8.0 
Royal'Crown . 8.9 
Nehi 6.4 
Shasta 3.9 
Dr. Pepper 3.7 
Squirt 3.6 
Big Chief 3.4 
Dad's 2.8 
Nesbitt 2.5 
Red Rock 1.2 
Less thani1% (26 Brands) 10.0 
Don’t Know and Any 3.6 

.. Seeerevrret cere 274.1% 


1952 1951 
37.5% (1) 
3 
3 
2 
1 
2 
1 
1 
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1950 


46.1% 
38.4 
39.2 
29.4 


17.3 
19.1 
14.1 
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oon 


249.0% 





MODESTO 


Mixers 


Percent 


who buy each brand. 


Brand 


7-Up se 
Canada Dry 
Par-T-Pak 
Shasta 
Coca-Cola 
Squirt 
Belfast 
Pepsi-Cola 
Upper 10 
Calso 

Royal Crown 
Less than 1% (5 Brands) 
Don't Know and Any 


Total 


1053 1952 1951 
5O.8% 57.8% 60.6% 
20.1 29.1 33.5 
16.2 16.2 15.8 
13.5 11.1 10.8 
8.1 6.8 6.3 
4.7 3.4 3.2 
3.4 2.6 1.9 
2.0 2.6 5.7 
2.0 1.3 
1.4 
1.4 
3.4 6.8 6.9 
2.7 5.1 10,1 
144.7% 141.0% 146.1% 


of families buying soft drinks 


1950 


42.1% 
30.9 


9.5 
9.6 


148.8% 





four-year 


record of 


ele 


ven 


brands 


mixers as well as straight drinks. 
IN SACRAMENTO, 


Calif. 


The 


purchased as 


percentage of 





Consumer Preference for Leading Brands in Greater Milwaukee 





FIRST CHOICE 


SECOND CHOICE 


THIRD CHOICE 



























































Per Cent Number Per Cent Number Per Cent Number 
Brand 1953 1949 1953 1949 1953 1949 1953 1949 1953 1949 1953 1949 
Graf's 46.0% 36.2% 120,119 84,417 16.1% 14.8% 42,042 34,513 5.4% 5.3% 14,101 12,359 
Coca-Cola .......... 15.2 144 39,691 33,580 10.0 10.2 26,118 23,786 61 49 15,929 11,427 
Bon Ton . 6.2 68 16,190 15,857 4.7 38 12,273 8861 1.9 1.7 4,961 3,964 
Pepsi-Cola 51 3.9 18,318 9,095 3.7 3.9 9,662 9095 22 19 5,745 4,431 
Roxo 4.5 6.1 11,751 14,225 5.7 6.0 14,884 13,992 22 23 5,745 5,364_ 
7-Up 3.9 1.7 10,184 3,964 3.7 2.0 9,662 4664 19 14 £4,961 3,265. 
Squirt 27 1.0 7,050 2,332 40 12 10,445 2,798 2.2 12 £5,745 2,798 
Husting 24 5.3 6.267 12,359 2.7 51 £«27,05011893 19 29 4,961 6,763 
Black Bear . 7 3,656 6,296 15 16 £3,917 3,731 We 89 
Dad’s Old Fashioned 1.2 2.0 3,134 4,664 Ss 33 555 o2e.—lCw ~ 4,198 
*American .... 1.0 ae 2,611 ; es eee Kiar itiag 
aes 10 03615 2,611 3,498 15 21 £3,917 4,897 1.0 Se aan 
*Nesbitt’s ....... ae pet |) a eo 
Canada Dry 1.3 3,032 és 6100COo887 2333Ci«CA(‘,COC;:C«; Se 
Hanover ......... ; 1.9 eee 1.2 2.0 8,134 4,664 12 2,798 
Don’t Know 10 82.7 2,611 6,296 ...... 3.9 .. 9,095 45 ........ 10,494 
+Miscellancous 84 12.5 21,935 29,150 7.5 11.2 19,585 26118 85 104 22,196 24,253 





*Used by less than 1% in 1949 and therefore included under ‘‘Miscellaneous”’ in that year. 


tIncluding all brands used by less than 1% of the total buyers of soft drinks. 
Brand preference totals: FIRST CHOICE, 1953, 100%; 1949, 100%; 
34.6%; 1949, 39.5%. 


SECOND CHOICE, 1953, 66.9%; 


1949, 71%; 


THIRD CHOICE, 1953, 












For the Crowning Performance, be sure 
your beverage crowns have the extra 
protection of Mundet cork liners... 


processed from the world’s best cork, 


Mundet Cork Corporation, Crown Division, 
7101 Tonnelle Avenue, North Bergen, N. J. 
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*ATLANTA 


339-41 Elizabeth Street, N.E. 


*BOSTON 


57 Regent St. (No. Cambridge 40) 


CHICAGO 
35 E. Wacker Drive 


CINCINNATI 2 
427 West 4th Street 


On OF a a an - 


serves the World 


Mundet Crowns 


CROWN SERVICE 





MUNDET DISTRICT OFFICES 


DALLAS 1 KANSAS CITY 7, MO. 
601 Second Avenue 1428 St. Lovis Avenue 
DETROIT 21 *LOS ANGELES (Maywood) 
14401 Prairie Street 6116 Walker Avenue 
*HOUSTON 1 *“MILWAUKEE 9 


Commerce and Palmer Streets 4834 N. 35th Street 


JACKSONVILLE 6, FLA. *“NEW ORLEANS 16 
800 E. Bay St. 315-325 N. Front Street 


*CROWNS CARRIED IN STOCK 


FRESNO 


Percent of families buying soft drinks 
who buy each brand. 








1953 1952 1951 1950 

Coca-Cola 53.1% 58.2% (1) 67.2% 
7-Up 41.7 47.3 38.5 
Par-T-Pak 36.5 39.2 40.2 
Hires 29.6 29.1 27.5 
Pepsi-Cola 23.8 20.6 20.9 
Nesbitt 20.0 16.3 13.9 
Mason’s 11.0 9.7 
Royal Crown 9.4 8.1 11.2 
Shasta 9.3 van 7.8 
Canada Dry 8.6 9.3 7.9 
Dad's 8.4 2.9 
Kist 6.5 8.3 7.4 
Bireley’s 5.0 2.5 
Squirt 4.4 4.0 3.2 
Calandra Bros. 3.8 2.9 2.5 
Mission 3.4 6.6 9.5 
Nehi 2.8 2.8 4.0 
Sun Spot 1.4 1.3 1.2 
Dr. Pepper 1.4 1.1 2.5 
Cragmont . 1.4 
Evervess 1.1 | 1,2 
White Rock 1.1 1.3 1.8 
Grapette , 1.0 1.2 3.0 
Less thanl!%(25 Brands) 7.2 7.7 10.7 
Don’t Know and Any 1.8 4.4 5 

Total 293.7% 293.4% 282.7% 





families buying soft drinks over a five-year period 
in this city has varied only within 27: 


1953—87.6°7 (76,676 families) 


1952—88.8°7, (76,084 ai ) 
1951—-89.6°;, (74,695 = ) 
1950—89.5% (68,229 cs ) 
1949-—89.6% (62,734 oe ) 


Grocery stores recorded a whopping 96.8¢, as the 
principal place of purchase; all others except liquor 
stores, which had a percentage of 2, had less than 
one per cent. There was no significant change in 
this picture from last year. 

While leading the list of brand preferences, Coca- 
Cola showed a 2.9°; drop from last year’s figure of 
58.9°;. The full list is in the table on page 17. 
Another table shows the standing of 
various brands, over a 4-year period, when pur- 


(page 17) 


chased as mixers. 








PHILADELPHIA 39 
856 N. 48th Street 


ST. LOUIS 9 
3176 Brannon Avenue 
*SAN FRANCISCO 7 


440 Brannan Street 


*In Canada: 
Mundet Cork & Insulation Ltd. 
35 Booth Avenue, Toronto 





aumunl 


OMAHA 


Consumer preference for leading brands. 





Total Number 
of Families 
Buying Each Brand 
1953 1949 


Per Cent 
of All Families 
Buying Each Brand 
1953 1949 


Brand 

of ne 79.0 56.8 61,049 41,458 
a | 57.0 50.7 44,048 37,005 
Mason’s Root Beer... 22.3 10.8 17,233 7,883 
PERE COM sa csesee 20.4 14.0 15,765 10,218 
Sore ree 12.7 14.7 9,814 10,729 
eR eres ere yf 6.2 5,950 4,525 
WD iis vi heh sean 6.0 3.4 4,637 2,482 
MEE ia UNS eae aK 4.5 3.6 3,477 2,628 
err 3.8 3.0 2,937 2,190 
ey re i 5.1 2,396 3,722 
Clicquot Club........ 2.7 3.6 2,086 2,628 
Be SEE ok eo kvisees 2.0 3.4 1,546 2,482 
Oe Ps vos sd ovn sven 1.9 ee 1,468 

NE bavi eseernead 15 a 1,159 graces 
EE SE 6 obs sdeeace 1.4 1.6 1,082 1,168 
RE MN St wirceee sacs 1.0 1.7 773 1,241 
Miscellaneous ....... 5.8 4.1 4,482 2,702 
eg a Pm} 6 232 438 
WE: Gc ec cebevevawes 233.1 180,134 
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Photo Highlights of the Month... 
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BIG BOTTLE — BIG DISPLAY 


The largest quart bottle display in the world was assem- 
bled by the Houston Golden Age Beverage Company at 
one of the 29 huge Weingarten stores in conjunction with 
San Jacinto Day. the day Texans celebrate the liberation 
of their State from Mexico. A total of 7,248 bottles were 
used in the mammoth Golden Age display. 

Joe Darsky (right), President of Golden Age Beverage 
Co., Houston, Texas, and Carl Lipp are mighty proud of 
their “Texas” display. 





PRIZE-WINNERS 


Left—First Prize in the Carry Home Packs Class of the 
first annual Fibre Box Association Box Competition went 
to a carry home pack for 7-Up, manufactured by Waldorf 
Paper Products Company, St. Paul, Minnesota. This two 
piece 7-Up Family Pack is an easily assembled carry 
home case. It holds 24 bottles. At Right—an Honorable 
Mention Prize in the Containers for Other Articles of Food 


—— ee a 
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ONE-WAY BOTTLE; TWO-WAY STREET 


Observing the first anniversary of the development of 
the world’s first sugar-free soft drink by a Brooklyn firm. 
Borough President John Cashmore of Brooklyn, N. Y. 
officially dedicated a small thoroughfare in Williamsburg 
as “No-Cal Drive.” The newly labeled street is adjacent 
to Kirsch Beverage Company bottling plant at 919 Flushing 
Ave., Brooklyn. Photo shows Borough President Cashmore, 
right, assisted by Morris Kirsch, president of Kirsch Bever- 
ages, Inc., affixing the new street sign for “No-Cal Drive.” 


Class went to a soft drink container manufactured by the 
Atlanta Paper Company, Atlanta, Georgia, for Coca-Cola. 
This six bottle Coca-Cola container enables commercial 
airlines to serve passengers with cold drinks directly from 
shipping cases, thus reducing storage space. Dry ice is 
placed in a center divider and there are individual parti- 
tions for the bottles. 


———— 





HIGH CLASS “MUG” 


Distinctive new amber bottle for Belfast Beverages, Inc., 
San Francisco, features an ACL design of an old-fashioned 
mug to emphasize name of its root beer. Bottles by Glass 
Containers Inc. Crowns by Western Crown Cork & Seal 
Corporation, Mundet Cork Company, and Armstrong Cork 
Company. Belfast reports phenomenal sales since intro- 
ducing Mug Root Beer in the San Francisco area. 


ee 





BIG DRIVE 


Canada Dry’s $30,000 national consumer cash contest 
promotion for April and May features this display unit 
among others, and is designed to boost Ginger Ale sales 
to a high level in advance of hot weather. Entry blanks 
are available at stores and contest is designed to be 
applicable to all sales areas. 








WHEN A SALES MANAGER LOSES 


When G. A. McCorkle, sales manager for Dr. Pepper Bot- 
tling Co., Dallas, lost in a sales contest among sales 
managers of company-owned plants in January, it became 
his embarrassing duty to “room and board” the goat for 
a month. But “Mac” isn't one to accept adversity lying 
down, and, by using a little patience and ingenuity. 
turned what would ordinarily be considered a liability into 
an asset by training the goat to drink Dr. Pepper. 

Thus by boosting his Dr. Pepper per capita in February, 
McCorkle’s Dr. Pepper sales came out of the goat class 
and Dallas was no longer at the bottom. 








FAN MAIL 


Double-Cola gets plenty of fan mail with its Double-Cola 
Double Pleasure Party, starring Little Jimmie Dickens, 
every Saturday night, on Radio Station WSM Nashville. 
Tennessee. The above huge stack of 32,000 postcards and 
letters were received from listeners in 39 states in Double- 
Cola’s latest contest, in which 50 electric corn poppers 
were given as prizes. Pictured above are Miss Mary Kyle 
and Robert Ashley, who supervised this contest. 


ARABS AT ROME HORSE SHOW 


Bartender at a soft drink stand in Rome looks on in puz- 
zled fashion as two Arabians attending the International 
Horse Show purchase soft drinks and then, in the custom 
of their homeland, sit on the ground to drink. 


EN/OY WOME COOLERS Tam... 
CALIFORNIA WINE 99° 
CANADA DRY 20% 9% 
WAKES 10 816 GLASSES 

sea tte 


TIE-IN CAMPAIGN 


Sales increases—125°, for wine, 1,000%, for sparkling soda 
—resulted from this summer display promotion of wine 
coolers by Gibbs’ Beer & Wine Store, Detroit. Many 
bottlers are participating in the nation-wide cooperative 
campaign sponsored by the Wine Institute. 





BRING YOUR OWN 


Dr. Pepper Co. has provided for its bottlers a new 
advertising medium for all kinds of sporting events. 
It is a collapsible back-rest and cushioned seat 
which can easily be folded into a compact and 
neat package for ease in carrying. Made from an 
inexpensive specially processed and treated corru- 
gated fiber board, it is a reinforced seat having 
foldable portions which co-act to form a substan- 
tially cushioned seat when in unfolded position. 





ROLLING BARRELS 


Stanley N. Hazen, Hires bottler in Shrewsbury. Massa- 
chusetts, has designed and built this unique Hires Keg 
Trailer, which contains everything needed to deliver a 
refreshing, cold drink of Hires anywhere. A simple trailer 
hitch secures it to the back of Stan's car to deliver it to 
super-markets for in-store demonstrations or outdoor func- 
tions. The compact housing takes care of water, COZ, 
carbonator, cups and soda tanks for those locations with- 
out electricity. 
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PIGGY BACK 


Tote Bar, for use in dispensing soft drinks at outdoor 
events, has been found very useful. This one was pictured 
at the recent Drake Relays. 


for FOAM TOPPED refreshment... . 
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OUTDOORS 


For the first time in its history. Mason's Root Beer is allo- 
cating a large slice of its 1953 advertising budget to 24- 
sheet posters. Early last year, Fred Drucker, advertising 
director of Mason’s, with the cooperation of the company’s 
advertising agency, surveyed the possibilities of the out- 
door medium. Taking into consideration the factors of 
distribution, size of market, area of franchise, and impor- 
tance of outdoor advertising to the market, a list of 
marketing areas was selected that were ideally suited to 
the outdoor medium. 





AMITY 


This scene was a meeting of Allied Youth, Inc., at Buck 
Hill Falls, Pa., late last year. The Seven-Up Bottling 
Company of Washington, N. J., supplied free Seven-Up to 
400 Allied Youth delegates. A spokesman for Allied Youth 
wrote officials of the Washington Seven-Up operation: 
“Your cooperation in making possible the supplying of 
soft drinks ... added the perfect touch to the games and 
recreation that evening.” 
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Attention: Mr. H. G. Taylor 
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_ | Aanthe pn00f that CARBO-DUR 
laste longer, Wels faster 


than other activated carbons 


Profit from these advantages! Reload your present taste and odor removal 


filter with Carbo-Dur. Or better still — install the new Carbo-Dur Purifier 
with a removable head that speeds reloading 

Write today for full information. THe Permutit Company, Dept. NB « 
330 West 42nd Street, New York 36, N. Y., or Permutit Company of 
Canada, Ltd., 6975 Jeanne Mance Street, Montreal J 


PERMUTIT 


WATER CONDITIONING HEADQUARTERS FOR OVER 40 YEARS 
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NEH!I CORPORATION 
COLUMBUS, GEORGIA 
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Students Collect Empties 
For Dimes Drive 











































Two hundred cases of empty beverage bottles 
gave high school students in Roseburg, Ore., the 
answer to the question of how to raise money for 
the recent March of Dimes campaign. 

Members of the junior class of the Roseburg 
high school solicited the empty bottles, and then 
‘turned their collection over to the Seven-Up Bot- 
tling Company of Roseburg. The Seven-Up opera- 
tion redeemed the bottles and the students con- 
tributed the money to the fund drive. 


Snow Crest Beverages, Snow Crop 
Settle Trade Mark Dispute 

A civil action filed in 1952 at the U. S. District 
Court for the District. of Massachusetts by Snow 





Crest Beverages Inc. of Salem, Massachusetts 
(plaintiff) against Clinton Foods Inc. of New York, 
New York, doing business under the trade name 
Snow Crop Marketers (defendant) and asserting 
trade-mark infringement and unfair competition, 
has been settled out of court to the satisfaction of 
both parties and the case has been dismissed by 
consent. | 

The settlement involved a mutual agreement to 
the effect that the defendant may continue its use 
of the trade-mark “Snow Crop” in the field of frozen 
food products, including concentrated juices and 
beverages, while the plaintiff retains its exclusive 
prior rights to the use of the trade-mark “Snow 
Crest” in the field of unfrozen beverages, syrups 
and concentrates; and the payment of an undisclosed 
sum of money by the defendant to the plaintiff. 








VERSATILE 


This Lewis-Shepard lift truck, being operated by Jack 
Liddle at the 7-Up Bottling Co., Napoleon, Ohio, is one 
of two which smooth out and speed up operations at the 
plant and at a branch at Defiance. Palletizing the plants 
has meant a gain of one third more storage space, and 
taken most of the work out of loading the trucks with 
7-Up Family Paks. When not busy moving stock, the lift 
trucks have served as mobile painting platforms, move | 
coolers and vendors and other equipment. 
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Atlas True Fruit Extracts assure 
highest quality and uniformity 
in your product. Available 

in many concentrations, including 


extra high concentrations 





for extract manufact urers, 





Free laboratory consultation invited, 


BLACK RASPBERRY + BLACK CHERRY - PEACH + STRAWBERRY + ORANGE + LEMON + LIME + PINEAPPLE - AND MANY OTHER FLAVORS 


FIRST PRODUCERS OF CERTIFIED COLORS 


OHRSGTAMM £¢ COMPANY Enc. 


ESTABLISHED 1651 


89 PARK PLACE. NEW YORK 7 «+ 11-13 E. ILLINOIS ST.. CHICAGO 11 + 4735 DISTRICT BLVD.,LOS ANGELES 11 
BRANCHES IN OTHER PRINCIPAL CITIES OF THE U.S.A.AND THROUGHOUT THE WORLD 
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LA COMPANY 











It’s refreshing—so refreshing... 





in the “SWITZERLAND OF THE CARIBBEAN” 


Discovered by Spain, ruled for 
more than a century by France, 
and an independent republic 

. since 1802—-romantic Haiti is 

(WhlZ another nation of free people 

who look upon delicious Coca-Cola 
eka We pie aee as a symbol of friendship as well 
as refreshment. Here, as around 
the world, the pause that refreshes 
with ice-cold Coca-Cola is an 
old and always welcome custom. 
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Behind the Scene with 


The Industry’s ‘‘Number One’’ Bottler 


Meet Coke bottler E. Robert “Bob” Anderson, president 


of American Bottlers of Carbonated Beverages 


BP rcaver they are dispersed over the 3,022,387 
square mile area of the United States, most bottlers 
know their trade leaders only by name and repu- 
tation. They may meet them for a handshake, or 
hear them speak at a meeting, or read of their 
activities in the trade press or newspapers. But 
they don’t really know them, except by position or 
reputation. 


So let’s meet Bob Anderson—full name, E. Robert 
Anderson—our national association’s new (elected 
last November) president. Mr. Anderson lives and 
works in Rochester, N. Y., where with his brother, 


Lennarth, he operates the Coca-Cola Bottling Co.., 
with its main plant in Rochester and branches at 


Batavia, Dansville, and Canandaigua. 


Bob was by no means an obscure individual before 
his election to the top national association post. 
Prior to his election as president, he served two 
years as vice-president; and for many years was on 
the Executive Board and a member of many impor- 
tant standing committees. Always prominent. in 
organizational work on local and national levels, 
and in Coca-Cola circles, his election to the national 
association’s top spot put him into the limelight 
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Bob Anderson—practical, hard working bottler, ambassa- 
dor extraordinary for the national association as its 
president, is humbly proud of his accomplishments of 
more than 40 years in the business. 


i ee ee ee 


in almost lonely splendor; “lonely” because he got 
the job and the responsibilities at a time when the 
industry was reaching crisis after crisis with its 
internal problems. 

What is Bob Anderson really like? What sort of 
a plant does he operate? What are his likes and 
dislikes, his politics, his home life, his hobbies? 
For the answers to these and other questions, Mr. 
Anderson gracefully submitted to a searching inter- 
view by N.B.G. 


This is his story. 


Bob is literally a child of the soft drink industry, 
the son of Alexander Anderson, who was a bottler 
in Rochester before the turn of the century, and 
himself the father of a son making the soft drink 
business and industry his life work. Nippled milk 
bottles and capped soda bottles nurtured Bob in 
his baby days, and while he was still of grade 
school age, he spent his summers working around 
the plant, peddling soda water from a cart; when a 
bit older, from a horse-drawn wagon. He earned his 
first dollar from the plant in 1906, and by 1919, 
when he graduated from high school, he had served 
a full apprenticeship through every phase of the 
business, operating foot-kicker bottling machines, 


selling goods on the routes and handling adminis 


The route-salesmen are constantly surrounded by the tools 
of their job, displayed in the big room they use for sales 
meetings and necessary paperwork. Note the placarded 
reminders of what it takes to be a salesman. The life-size 
cutout of a groceryman is another reminder to the sales- 
men that “selling is a telling” proposition. Duplicates are 
posted all over the sales and administrative areas. 




















trative details. Bob’s business life has been paralled 
by that of his brother, Lennarth, and when the two 
finally took over the business upon the retirement 
of the elder Anderson, they formed a formidable 
team of aggressive and progressive bottlers. With 
Len handling plant development, production and 
personnel, and Bob in charge of selling and mer- 
chandising, the Anderson brothers gave other bot- 
tlers in the area the kind of competition that brings 
forth ungrudging admiration. 

They are still doing the same kind ef job today. 

The plant, which is in the heart of Rochester, is 
a sprawling affair, the result of constant’ growth 
which necessitated additions and wings, yards and 
warehouses. Because it now covers several acres and 
is showing signs of developing high-cost inefficien- 
cies, a completely new and modern plant soon will 
take its place, incorporating the latest developments 
in bottling machinery and materials handling de- 
vices. The new plant, with its driveways and truck 
yards, will cover an area of nearly 11 acres. Con- 
struction has already started. 

Coca-Cola is the chief product, with production 
well over the million case mark annually. Two 50- 
head Cem lines, each equipped with 24 wide Meyer 
Dumore washers, dual RCA inspectors, Taylor un- 
casers, Standard Knapp casers and Mojonnier Carbo 
Coolers, roll out the bottled Cokes at close to 300 
bottles per minute, per line. A third bottling line, 
consisting of an &-wide Meyer quart washer, 28 
head Cem filler, Mojonnier Carbo Cooler and Norton 
labeler, bottles the Anderson quart line of flavors, 
which is also produced in split sizes. 

Although now overshadowed by Coke, the business 
was started as a flavor plant, and its six flavors in 
splits and 32 ounce quarts, which sell for 90c¢ and 
$1.50 respectively, comprise a substantial part of 
the annual volume. The Andersons own another 
small plant in Buffalo, which produces only a flavor 
line. Coke sells for 96ce. 

This price is to be expected from the man who in 
a recent swing around the Western and Pacific 
Coast States conventions, as the national associa- 
tion’s representative and new president, pointedly 
told his bottler-audiences that inadequate pricing 
under today’s high-cost conditions will stifle the 
growth of any bottling business. 

Serving a territory with 650,060 population, most- 
ly small cities with large manufacturing plants, a 
good per capita sales figure has been reached, with 
a good boost from carton sales, which now account 
for better than 207, of the volume, and from vend- 
ing operations. In the past four years, the company 
has sold or leased several thousand bottle vending 
machines, and maintains a separate department to 
handle this phase of the business. 

To handle the volume, forty trucks and trailers 
of various makes and sizes are operated. The plant 
is palletized for materials handling, including stor- 
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Be Sure to Call Your HYSTER Dealer Before You Buy ANY Lift Truck! 
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* age, and the trucks are being converted to pallet 
bodies to obtain the full benefits of pallet and fork 


Bottlers all over the world! oe ee cis nes a eae 


business, Bob Anderson arrives early at the plant 


























and leaves late. He is the friend and confidant of 
his many employees, and knows them all intimately. 
Several of his key people have been employed by 
the business as long as Mr. Anderson has been 
with it. Yet with all his attention to business, Bob 
Anderson has made time, at the expense of his 
leisure, which he would like to devote most to 
fishing and golf, to play a prominent part in the 
industry’s organizational life and in civie and chari- 
table activities. 

His election to the A.B.C.B. presidency was 
recognition of his many years of participation in 
the national association’s affairs as a Board Member, 
committee member and two years as vice president. 






In this work he travelled many thousands of miles 
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“Operation Hyster” is revolutionizing case 
handling in many bottling plants around 
the world. Production is often increased 
50%...and “clear profit” savings of between 
one and two cents a case are common! 
Whether you are now in the planning 
stage for a new plant or operating an older 
plant — you too can make extra profits with 
the benefits of palletized case handling by 
Hyster Lift Truck. Your Hyster dealer will 









be glad to help you plan for “Operation Lift or obcs € Hyster 4009.4 
Shion tj aed lb, 
Truck”. You can depend on him to recom- floor. Gives the pellet iron out thik has 







mend the right truck for your job! To in- ™Mooth ride. 







crease this summer’s volume, call your 
Hyster Dealer today, or write for Brochure 
1265 to: 






HYSTER COMPANY 
2950 N. E. CLACKAMAS........ PORTLAND 8, OREGON 
1050 MYERS STREET............... DANVILLE, ILLINOIS 








Bord ae 

By stacking a few pallets together to increase the height 
of the lift a regular Towmotor lift truck is doing double 
duty as a hoist for materials and supplies destined for 
the second floor storage areas. Bob Anderson, crossing 
the yard to his car, stops for a moment to watch the 


HYSTER COMPANY + FOUR FACTORIES: PORTLAND, OREGON; DANVILLE, ILLINOIS; PEORIA, ILLINOIS; NIJMEGEN, THE NETHERLANDS operation. 
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“GOIN 
GREAT 


| 
wa 


GUNS!" 


In the old days, that was a 
phrase that everyone used when 
he wanted to express enthusiasm 
about any unusual growth. Re- 
member it? Well, sir . . . Frostie 
is goin’ great guns. Seems that 
more and more alert, progres- 
sive bottlers are suddenly realiz- 
ing that a Frostie franchise is a 
mighty valuable property.We've 
never been so busy . . . good 
territories are being snapped up 
right and left. 


Are you sure that no bottler j 


in your territory is quietly ( 
arranging a Frostie tie-up? ( 








Stie 





COMPANY 


6424 Baltimese Nat. Pike, Baltimore 28, Md. 
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A giant tractor-trailer is loaded. It is used for delivery of 
Coke to the warehouses. Fully loaded, it becomes a mov- 
ing billboard through the medium of the painted, remov- 


able sides. 





The sprawling plant holds three bottling lines. Pictured 
are the two 50-head Cem bottling units. Completely auto- 
matic from end to end, they require only supervisory 


attention. 





National Bottlers’ Gazette 





—_ 


——— 





eee 


annually and spent many long hours wrestling with 
manifold problems. In his home city, he has long 
been a member of the local association, the Monroe 
County Bottlers’ Association, which his father 
helped found in 1930, and of such civic groups as the 
Chamber of Commerce, Rochester Convention & 
Publicity Bureau, Rochester Automobile Club, the 
Rochester Club, Hillside Childrens Home and many 
others. He is very active in church affairs. In all 
these activities he has held responsible positions, 
including the presidencies, and is still a director of 
many. He is prominent in the affairs of the N. Y. 
State Association, and was its president in 1934-35. 


Yet with these manifold activities and responsi- 
bilities, no one has seen Bob Anderson other than 
affable, soft-spoken and deliberate. He forms opin- 
ions slowly and after due deliberation, then holds 
to them firmly. Too much work and too little play 
have added to his weight but has not reduced his 
hair. He has a keen sense of subtle humor. He hates 
to make speeches, yet addresses large audiences 
many times a year, with conviction and honesty. 
He works hard but without haste on all of his many 
interests, always with visible results. 


The “E.” in his name stands for Emanuel. It 
contracted to the initial when in high school, a 
teacher found four Emanuels in his class, shortened 
Bob’s name to the E. Robert form. That’s the way 
it stuck. 

Married in 1926, he is devoted to his wife, Edna, 
his son, Harvey, a graduate of Lehigh, who is 
following his dad’s footsteps by working in the 
business’s sales department, and his daughter, a 
student at Cedercrest College. 


Brother Len also has two children, a son, Robert, 
a graduate of Wharton, who has an executive 
position in the company, and a daughter, a student 
at Mt. Holyoke. 


Admired, respected, successful three words 
which succinctly describe Emanuel Robert Ander- 
son, of Rochester, N. Y. 
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Because I like my 
High Balls smooth, and 
Squirt is the smoothest 


mixer ever 











Write for Franchise Information 











THE SQUIRT COMPANY 





202 South Hamilton Drive, Beverly Hills, California 
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Bottlers Honor Bob Anderson 








wt a pleased-beyond-words E. Robert Anderson, 
the testimonial dinner party tendered to him by 
the Monroe County Bottlers’ Association May 2 at 
the Hotel Rochester, Rochester, N. Y., was a com- 
plete surprise. Mr. Anderson, President of the 
A.B.C.B. and a Coca-Cola bottler in Rochester, 
arrived at the hotel to find nearly 200 of his friends 
from the bottling and allied industries, local civic 
and business leaders, waiting to pay their respects. 


Chairmen for the affair were Frank Richardson, 
of the Rochester 7-Up plant and Merrill Bassi, of 
Nehi, who is also head of the Monroe County Bot- 
tlers’ Association. Mr. Bassi told the assemblage 
of the pride of the association that one of its mem- 
bers should achieve the top organizational post in 
the soft drink industry, and briefly recounted the 
Anderson story. Laughingly, he commented: “If we 
must have Coca-Cola competition, and I can’t visu- 
alize our industry without it, I don’t know of anyone 
we here in Rochester would rather have than Bob 


Anderson.” 


Participating in the plaudits to Mr. Anderson 
were other Coke bottlers: Thomas Moore, Minne- 
apolis; Dayton Wilkins, Jamestown, N. Y. and James 
T. Murray, New York City. Dick Confair, of Wil- 
liamsport, Pa., represented the Pennsylvania Bot- 
tlers Association. Many supplymen were present, 
as were representatives of the trade press, including 
Editor M. J. Becker of N.B.G. 


Toastmaster for the evening was F. Carl Nixon, 
prominent Rochester attorney and business man. 
Also paying tribute to Mr. Anderson was the Hon. 
A. Gould Hatch, New York State Assemblyman. 


The compliments heaped on Bob Anderson were 
without number, and all were well deserved. 
Throughout his many years in the industry, Mr. 
Anderson has made innumerable contributions to the 
welfare of the industry, both on a local and national 
basis, culminating in his election last November as 
president of the national association. He promptly 
established himself as its best ambassador, holding 
and expressing firm opinions on major problems 
confronting the trade, such as prices and deposits, 
and practicing what he preached in many speeches 
made during the course of a State convention swing 


throughout the southwest and Pacific Coast States 


Enjoying the proceedings immensely and proud 
of his accomplishments were Mrs. Anderson, and 
his brother, Len, the latter coming in for his share 
of applause for his dual administration with Bob 
of the Coca-Cola Bottling Co. of Rochester. 








Pleased beyond words by the surprise reception in his 
honor, E. Robert Anderson, president of A.B.C.B. (third from 
right) is flanked by James T. Murray, New York City: 
Dayton Wilkins, Jamestown, N. Y., and Thomas Moore, 
Minneapolis, Minn., all Coke bottlers. The happy lady is 
Mrs. Anderson. 





Top—Merrill Bassi, on behalf of the Monroe County Bottlers 
Association, presents a token of its esteem to E. Robert 
Anderson, to which Mr. Anderson (bottom), duplicated in 
profile on the sign, responds by reciting the accomplish- 
ments of the progressive local association. 
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Two BIG ONES 





FOR A MONTH OF DAYS’ 


VIRGINIA DARE KORKER 


Lemon Soda Blender made with the peerless flavor that only Virginia 
Dare can offer. Double the sales potential as a thirst-quenching drink 
straight—as an ideal bar mixer. Check the profit possibilities in this 
flavor-filled drink. Attractive, sales inviting ACL glass and decorative 
crowns available. 


VIRGINIA DARE SOUTH SEAS 


Deliciously different! A blend of fruit flavors that sets lips smacking 
with the taste of the tropics. Because of its year ‘round appeal, South 
Seas is a consistent volume provider wherever bottled. A rare com- 
bination of eye appeal and taste appeal that adds up to unusual sales 
appeal. ACL glass and decorative crowns are available from Virginia 


Dare. 


poe — 


Bush Terminal Building No. 10 
Brooklyn 32, New York 


Point-of-Sale 
Industry's Best Medium 


Ralph David, sales manager of the James Vernor 
Co., declared recently that point-of-purchase adver- 
tising is the most effective way of promoting bot- 
tled soft drinks. In a statement appearing in “Ad- 
vertising Age,” Mr. David said that over a period 
of years Vernor’s had used a good many media, 
but had found nothing to compare with point-of- 
sale promotion in pushing its product. 


“We have at various times utilized the services 
of newspapers, magazines, radio, television and 
trolley and bus cards,” said Mr. David. “During 
all of this time we have also made extensive use of 
all types of point-of-purchase advertising. 


“From the results obtained by careful check and 
analysis it is our belief, for the money and effort 
expended, that point-of-purchase accomplishes the 


job we want to do,” he said. 


Mr. David reasoned that, because well over 50° 
of all soft drink sales are impulse sales, he believes 
the place to register the sales message is at the 
point-of-purchase. 


“Soft drink sales are constant and repeated 
transactions and we feel that the possibility of their 
sale is present every time a consumer comes in con- 
tact with our advertising, so that it is only natural 
that we place this advertising at the point where 
the product can be bought and carried out,” he 
explained. 


Vernor relies a good deal on metal signs on the 
exterior of the premises, painted walls on buildings, 
and large metal roadside signs adjacent to the prop- 
erty. These are supplemented with window trims 


and displays close to store entrances. 


“On the inside of the store we are very much 
sold on the value of mass floor and counter displays, 
along with appropriate advertising or the current 
piece of lithography,” said Mr. David. 


“We like the idea of wall displays inside the 
store which not only have value for flash and color, 
but a permanence in their suggestion to the cus- 
tomer. We attempt to tie in the various seasonal 
promotional opportunities in all of this advertising, 
particularly in small cards which are used in wooden 


frames and changed regularly.” 


He said the company is giving considerable 
thought to promoting the sale of coolers for 12 and 
24 bottles, to be handled by the store and sold to 
the consumer at a reduced price. 

“We are attracted to this idea again primarily 
because it offers us a medium of point-of-purchase 
advertising,” Mr. David said. 
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ALABAMA 


Nehi Bottling Co., Troy, recently 
was purchased from J. W. Baker by 
Merrill Harrison. 


ARIZONA 


Seven-Up Bottling Co., Yuma, has 
installed a Heil single end, 12 wide 
washer; Evans heater; Western Std., 
500 GPH water treating with 30” 
Western S & C, and 15 head Liquid 
mixer. 


ARKANSAS 

Coca-Cola Bottling Co., Texarkana, 
recently started operations in its new 
plant building. Officers of the firm are 
R. Z. Biedenharn, president; R. L. 
Dodson, vice-president; A. M. Bieden- 
harn, secretary-treasurer, and How- 
ard Craver, manager and _ assistant 
secretary-treasurer . .. Dr. Pepper 
Bottling Co., Newport, has announced 
that it will concentrate solely on Dr. 
Pepper in the future. Company offi- 
cials, headed by A. B. Stamps, presi- 
dent, said the decision was reached 
after sales volume of Dr. Pepper had 
climbed to a proportion where service 
could best be rendered by concentra- 


tion on the one product. 


CALIFORNIA 


Seven-Up Bottling Co., Santa Bar- 


bottler 
briets 


bara, headed by Wm. E. Trueman, 


recently commenced the bottling of 


Donald Duck beverages, covering San- 
ta Barbara and Ventura counties. Use 
is made of about 25 trucks .. . Dad’s 
toot Beer Bottling Co., Los Angeles, 
which recently advanced Charles Can- 
epa to sales manager, has revamped 
its sales division and several new 
route supervisors have been named 

Clyde A. Bowman has made a 
formal statement to the effect that he 
is operating at 179 East 6th Street, 
Chico, as the Canada Dry Bottling Co. 

The Dr. Pepper Bottling Co., 
Salinas, owned by Lynn Barrus and 
Paul Lea, recently commenced the bot- 
tling of Canada Dry, serving the coun- 
ties of Monterey and Santa Cruz. 
Plans have been made for the operation 
of a second plant, with the new one 
given over exclusively to Dr. Pepper 
and the one now housing both Dr. 
Pepper and Canada Dry to be devoted 
.. World 


Beverages, Inc. has been incorporated 


exclusively to Canada Dry 


at San Francisco with a capital stock 
of $25,000 by S. Wolff, Mae E. McDon- 
nell and B. Weaver . . 
son and Walter E. Thorman have filed 


. John L. Swen- 


a statement of partnership as_ the 
Circle A Bottling Co., Modesto. 


DELAWARE 


Metropolis Doubla-Cola sottling 







in 40% Less Space’... 


Referring to the Lewis-Shepard 
SpaceMaster Model ‘’J’’ Fork Truck, 
Mr. R. Ingouf, Gen. Mgr. of the 7-Up 
Bottling Co. of Memphis says, “We can 
now store 50°], more merchandise in 
40°; less floor space with the Model ‘J’. 
Moreover, our experience has prompted 
the purchase of this same truck by other 
Maher 7-Up plants in the middle west.” 
Here are some of the features that 
sold 7-Up on the battery powered Model 
“J: maneuverability, compactness of 
design, no clutch, no carbon-monoxide 
fumes, automatic electrically-controlled 
braking, and moderate speed ... par- 
ticularly desirable when handling glass. 











And, the Model “’3” sells for 14 the 
cost of conventional electric fork trucks. 
The low price is the result of unique 
Lewis-Shepard designing. Quality com- 
ponents are combined with volume man- 
ufacturing to produce a rugged electric 
fork truck, demanding less space and 
lower in price than any other. 

This truck is but one from the broad. 
est line of materials handling trucks in 
the nation. Whatever your particular 
need, compare Lewis-Shepard Trucks 
before you buy. There’s an L-S Represen- 
tative near you See “Trucks, In- 
dustrial” in the Yellow Pages of your 
telephone book. 


Write for the complete 7-Up story on the unique Model “J" ... and 
other case histories covering a wide variety of industries. Also request 
“Electric Truck Comparison Charts". 


Name 
Company 


Street 





City 


LEWIS-SHEPARD 


229-6 Walnut, Watertown 72, Mass. 


Please send 
@ Electric Fork Truck Comparison Charts 


® Proof Folders showing L-S Trucks at work 


.. make your unbiased comparison. 
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VEKO 
GUARANTEES YOUR 
SATISFACTION 


TRY THESE THIRST QUENCHERS 


TOM COLLINS 


1-10 JUICE BASE 


UININE WATER 


(ORIGINAL FORMULA) CROWNS AVAILABLE 


LEMON & LIME 


2 OZ. (CLOUDY & COLORED) 


LEMON 


FOR 'UP' DRINKS 





MONTREAL PALE DRY 


2 OZ. (CONTAINS SUGAR COLOR) 


wrete today {/ 





Vs £ Hots amm, Inc 


329 CANAL STREET NEW YORK 13, N.Y 
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Co., Dover, has filed a charter of incor- 
poration. Capital of the firm is listed 
at $50,000... Seven-Up Bottling Com- 
pany, Claymont, has installed a Cem 
40 filler. 


FLORIDA 


Dad’s Root Beer Bottling Co. of 
Lakeland, recently started production 
and distribution of Dad’s, according 
to an announcement by Forbes Ryder, 
national sales manager of the parent 
Dad’s Root Beer Co., Chicago. 


GEORGIA 


Athens Seven-Up Bottling Co., lo- 
cated on Highway 53 in Watkinsville, 
Ga., began operations recently. The 
development is a branch of the Gaines- 
ville, Ga., Seven-Up Bottling Co. The 
new plant is constructed of galvanized 
metal, with a brick front housing the 
office area. President of the operation 
is George S. Haymans, Jr. George W. 
Rich is vice-president and general 
manager, and Mrs. George S. Hay- 
mans, Jr., is secretary-treasurer ... 
George Lynch has recently taken over 
the managementship of Dr. Pepper 
Bottling Co., Dalton. He succeeds D. 
E. Blaylock, resigned . . . New plant 
of the Kist Bottling Co., Sparta, is 
nearing completion. Owner is J. L. 
Blanchard. 


ILLINOIS 


Dr. Pepper Bottling Co. of Joliet 
has been granted a Double-Cola fran- 
chise for six counties, according to 
W. E. Grey and F. W. Hensel, owners. 





GETS DAD’S FRANCHISE ... 


C. F. Rainey. currently bottling Pepsi- 
Cola in Albany, Missouri, recently re- 
ported the acquisition of a Dad’s Root 
Beer franchise for the Albany market. 





The plant, which also produces Dr. 
Pepper, Nesbitt’s Orange, Hires Root 
Beer, Grapette and Polar Club bever- 
ages, is currently expanding its pro- 
duction and distribution facilities. It 
operates eight trucks ... Pepsi-Cola 
Bottling Co., Urbana, has been pur- 
chased from Roger and Claude Maher 
by John P. Trebellas. Mr. Trebellas 
formerly was district manager for 
Pepsi-Cola Co., working out of Chi- 
cago... New plant of the Coca-Cola 
Bottling Co., Harrisburg, recently 
started operations. Firm is owned and 
operated by Ray A.; Tom J. and Frank 
J. Wolf. The Wolf family started in 
the bottling business in Mount Carmel, 
Ill., in 1866... Seven-Up Bottling Co., 
Joliet, recently received an award 
from the parent Seven-Up Company 
for making the largest gain in per 
capita sales of Seven-Up in its popu- 
lation group in 1952. Presentation was 
made to William J. Joyce, general 








A big truck that makes a big impression is this semi-trailer owned by the Stevens 
Seven-Up Bottling Co., of McCook, Neb. The semi-trailer will haul 14 skids, for a total 
of 1,120 cases—or 26,880 bottles of 7-Up. The Seven-Up Family Pack and large Seven- 
Up trade-mark appearing on the sides of the truck make it a spectacular means of 


mobile advertising. 
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PROMOTED... 


John J. York, vice-president of New York 
Seven-Up Bottling Co., Inc., a division 
of Joyce Seven-Up Bottlers, Inc., has 
been elected a director of that corpora- 
tion, according to John M. Joyce, Jr., 
president. Mr. York joined Joyce Seven- 
Up in 1939. 





manager of the Joliet 7-Up firm 
Nehi Bottling Co., Carmi, recently 
held open house in its new plant build- 
ing. New plant, 80 by 150 feet, is con- 
structed of masonry and features new 
modern equipment. Owners are Lester, 
Chester and Hubert Whitsitt, and 
Tom Stark. 


IOWA 


many electronic inspection units and 
uncasers throughout the country 
Charles J. White is the new manager 
of the Des Moines Coca-Cola Bottling 
Co., succeeding C. P. Hunter, Jr., 
resigned. Mr. White formerly was con- 
nected with the Coca-Cola operation 
in Hartford, Connecticut ... Seven- 
Up Bottling Co., Fort Dodge, has 
received an award from the parent 
Seven-Up Company for achieving the 
highest Seven-Up per capita sales in 
the state. The Fort Dodge plant, man- 
aged by L. P. Halmrast, is one of ten 
operated by the Maher brothers of 
Des Moines. 


INDIANA 


Nesbitt-So Grape Bottling Co., 
South Bend, has completed its rebuild- 
ing and has gone into full operation, 
according to Kelly Hall, owner. The 
plant was destroyed last September 
vy fire. Investment in the new plant, 
including new equipment, approxi- 


mates $250,000, Hall stated. 


KANSAS 





E. W. Bonslett has joined the Maher 
Management Corporation, Des Moines, 


In this complete handling system, Farquhar Black Velvet ROLL-FREE gravity con- 
veyors first move cases of empties to bottle washing machine. After bottles are 
washed, filled and capped, they are stacked in the cases, which have now moved 
to operator at left. The filled cases are then moved out to storage by conveyor, 
passing over empties moving in to be washed. 






A new addition to be used for trucks 
as Consulting Engineer. Mr. Bonslett and storage space is now under con- 
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became acquainted with the soft drink 
industry through his connection with 
the Radio Corporation of America in 
the capacity of Sales Engineer. He 
was instrumental in the installation of 


struction by Pepsi-Cola Bottling Co. 
of Oberlin. Ben Miller is owner of this 
firm ... Charles E. Sands has pur- 
chased an interest in Royal Crown 
Bottling Co., Coffeyville, from Mrs. 





58.000-POUND WASHER HEADING SOUTH... 


Shown on the way to the Pepsi-Cola Bottling Co., of Rocky Mount, N. C., where it was 
recently installed, is this 58,000-pound Liquid bottle washer. The 40 x 13-foot unit 
is said to be the largest ever shipped into the South. The washer will hold 350 cases 
of bottles at a time and can wash up to 400 bottles a minute when running at full 


capacity. 





NLY with Farquhar’s line of 
Black Velvet ROLL-FREE grav- 


ity conveyors do you get the assurance 
of longer, trouble-free service that spells 
real economy through the years! That's 
because every wheel, roller and bearing 
in Black Velvet ROLL-FREE convey- 
ors is treated with a special process to 
resist rust and corrosion... to keep 
moving parts turning smoothly when 
conventional conveyors fail. This pro- 
cess is the same penetrating treat- 
ment that withstands the 24-hour salt 
spray test as prescribed by government 
specifications for certain weapons used 
under the most severe field conditions, 





OLIVER FREE! 
Farquhar 


CONVEVORS 


Gentlemen: 


POWER-BELT 


| 
| 
| 
AND ; 
| 
| 
| 


Name 
GRAVITY tii, 
CONVEYORS City 


“Roll-Free Gravity Conveyor Folder’ 


MAIL COUPON FOR YOUR COPY } 


so you know it’s got to be good! 

What’s more, ROLL-FREE convey- 
ors give you the maximum strength of 
rigidly cross-braced steel frames... yet 
are light in weight to assure ease of 
handling. They're available in straight 
and curved sections, to fit any install- 
ation requirement. When you need grav- 
ity conveyors, be sure to specify 
Farquhar Black Velvet ROLL-FREE 
conveyors. Our engineers will be glad 
to assist you, at no obligation! 

A complete line of standard 
Farquhar ROLL-FREE conveyors 
without the Black Velvet treat- 
ment is also available 


—showing Roll-Free line, specifica- } NS 
tions, and typical installations. } ff 













THE OLIVER CORPORATION i 


A. B. FARQUHAR DIVISION 
Conveyor Dept. E-52, York, Pa. 





Please send me my free copy of ‘‘Roll-Free Gravity Conveyor Folder.’’ 


Zone State 
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E. D. Edwards 
largest gain in per capita sales in its 


For making the 


population group in 1952, the Seven- 
Up Bottling Co., Wichita, recently 
received a special award from the 
parent Seven-Up organization. George 
L. Frazier is president of the Wichita 
firm. 


KENTUCKY 

A Model G Burns master filler will 
shortly be installed by the Grapette 
Bottling Co., Madisonville. 


LOUISIANA 


Two new, large bottling units are 
being installed by the Alexandria 
Coca-Cola Bottling Co., replacing two 
smaller ones. The new equipment will 
increase the plant’s production capac- 
ity by 60°7, according to manager Ray 
Scott .. . Central Louisiana Electric 
Co., Inc., has announced the sale of 
the Coca-Cola Bottling Co. at Jeaner- 
ette, and its ice plants, located at New 
Iberia and Jeanerette, to Evangeline 
Coca-Cola Bottling Co. The Evange- 
line company is headed by Vannie E. 


Cook, Jr. Associated with Cook will 
be G. P. Geistwhile, who will be gen- 
eral manager of the new company. 


MARYLAND 


Coca-Cola Bottling Works of Silver 


Spring, recently celebrated its 10th 
anniversary. Sherman Stokes is man- 
ager of the operation Seven-Up 
Bottling Company, Salisbury, recently 
installed 2 stainless steel 200 gallon 
syrup tanks, side agitators, lids; 
stainless steel Jacob House syrup filter 


(10 gallons per minute). 


MASSACHUSETTS 

closed panel trucks 
recently were put into operation by 
Hyco Beverages of Fall River. Firm, 
Henry Fortier, bottles 


Four new 


headed by 
NuGrape and Sun Crest Orange . 

A new brick and cement plant addi- 
tion, having approximately 13,000 
square feet of floor space has been con- 
structed by Mohawk Bottling Co., 
Pittsfield. Arthur Robenstein is gen- 
eral manager . White Eagle Bot- 
tling Works, Chicopee, has been pur- 





-) FRUITS!... 


... are still the favorite throughout the 
country. And Nifty is still the favorite 


fruit line for bottlers. 


+ 
4 
a 
' 4 oz. 


i The fruity flavor comes from using 
! choice fresh berries and other natural 
y flavors. No artificial flavor or coloring. 


4 


» Tremendous appeal! 


\ 


color. Contains B.S. 


Bottled as Nifty — or Under Your Own Name 
CROWNS AND ADVERTISING STRIPS AVAILABLE 


SALIENT FLaAvoRING CORP. 


45 Suffolk Street, New York 2, N. Y. 


Write for information! 


Wifty BLACK CHERRY 


Wifty BLACK RASPBERRY 


oz. 
Fresh ripened berries make this flavor 
as tangy and popular as the fresh fruit 
itself. No artificial flavor or coloring. 


Wifty PINEAPPLE 


1-16 
A fruit-ripened luscious pineapple flavor 
containing natural fruit juices. Enhanced 
with natural and artificial flavor and 


Speed casing, cut 

labor costs, minimize 

breakage with Amer- 

ican pre-assembled, 

interlocking partitions. 
| £4 Volume production 
| [31 when you want it. 


3043 N. 30TH ST. @ UPTOWN 3-5100 @ MILWAUKEE 10, WIS 
5 Plants and 3 Sales Offices to Serve You Promptly! 
PLANTS 


TO PACK FASTER, SAFER 


chased by Walter and Stanley Ciejek. 
Former owner was Thomas Michonski 
who established the firm 25 years ago. 


MINNESOTA 

Seven-Up Bottling Co., St. Paul, had 
the highest per capita sales of Seven- 
Up in its population group in 1952, 
and in tribute to this achievement, 
has received an award from the parent 
Seven-Up Company. J. B. McManus 
is vice president and manager of the 
St. Paul firm. 


MISSISSIPPI 

A 50th anniversary celebration re- 
cently was staged by the Coca-Cola 
Bottling Co., Jackson. One indication 
of the sharp growth of this plant since 
its inception is that it started opera- 
tions in 1903 with one mule drawn 
wagon; today it operates a modern 
fleet of 60 vehicles. Dr. C. R. Bowman 
is president and general manager of 


the company. 


NEVADA 


New plant of the Seven-Up Bottling 








PROMOTES PICNIC COCLERS 


Dan Schwalb, owner of the Double- 
Cola Bottling Co., Jackson, Tennessee, 
is shown inspecting one of the new 
Double-Cola portable picnic coolers he 
is using in a special promotion to en- 
courage carrying Double-Cola to pic- 
nics and outings. 





Co., Las Vegas, started operations last 
month. 
NEW JERSEY 

Pepsi-Cola Bottling Company, As- 
bury Park, recently installed a new 
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PARTITION CORPORATION 


one is switching to Squirt...’ 


WESTERN: P.O. Box 312 (15th and O Sts.), Merced, Calif. 
HOME OFFICE (3 Plants): Milwaukee 10, Wis. 


mixed with Squirt 


J “hp WA 
DA pAcKAc® 
o~ 





BON) CROWN and CORK CO. 


‘| SWITCHED TO 
SQUIRT’ 


Says Helen LaGuire, Nevada, Mo 


Because .. ." I've found that at my parties 
most of the guests want their drinks 


seems most every- 


Check Squirt sales... and you will 


switch to Squirt too. 


EASTERN: Bound Brook, N. J., Bound Brook 9-3100 
SALES OFFICES 
MIDWESTERN: 767-73 Milwaukee Ave., Chicago 22, Ili. 
SAN FRANCISCO: 2400 Buchanan St., Jordon 7-8224 
LOS ANGELES: 9118 Sunset Bivd., Bradshaw 2-7534, 2-7489 
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THE SQUIRT COMPANY 


202 South Hamilton Drive, Beverly Hills, California 


COPYRIGHT 1953 THE SQUIRT COMPANY 
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Miller Hydro automatic case and car- 
ton packer. 


NEW MEXICO 

Plans for the construction of a 45 
by 75 foot addition to its garage have 
been announced by the Coca-Cola Bot- 


tling Co., Albuquerque. 


NEW YORK 

Canada Dry Bottling Co., Hornell, 
recently completed the construction of 
a plant addition. Owners are Sam and 
Charles Leland . . . Charles R. Racey, 
general manager of the fifteen New 
York plants of the Associated Coca- 
Cola Bottling Plants, Inc., recently 
presented an award to the Glens Falls 
operation for having attained the 
greatest percentage of increase in 
sales of bottled Coca-Cola during the 
first three months of 1953 over the 
similar 1952 period. The Glens Falls 
plant is managed by Raymond A. 
Moench. 


NORTH CAROLINA 


Construction of a new plant for the 











PLY MOUTH 
SEDAN FREE 


1953 Four Door Plymouth Sedan Given 
Away Absolutely FREE During... 
OPEN HOUSE AT THE COKE PLANT 


MIGHWAY 6 WEST JACKSON PUSSISSIPPI 


Auk ¥ C Decie y FREE Re 
8 
Bort 


ed The Plymout 
LUCKY FORM 


MAY 7-8-9. 195: 
3:00 p.m. to 9:00 p.m. 


FREE BUS LEAVES WALGREEN’S CORNER EVERY HALF HOUR 


Award of the Plymouth Sedon Will Be Made of 9.00 pn turdoy, May 9 
You Do Not Hove To Be Present A Time You New ' 








Cet Your Free Registration Form From Your Coca-Cola Dealer! 
COME TO SEE US! 


1903 @ 1953 


_ COCA-COLA BOTTLING CO. 


Jacusom MOGHWAT © WesT 











ANNIVERSARY OFFER... 


In celebration of its 50th Anniversary, 
Coca-Cola Bottling Co., of Jackson, 
Miss., staged a 3-day open house last 
month, feature of which was a give- 
away of a new sedan. Newspaper ads 
like the one above announced the fes- 
tivities. 
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DONALD DUCK 
SOFT DRINKS 
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IN YOUR FAVORITE FLAVOR 
Lace le Me Never 
fer lowing face of Donald Ow on 
he bone. © ie your mswronce of 
ting 2 mont thre sahabving and 
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Petrteted by Benald ech of Hicheend Pines 6 











“DUCK” DEBUTS . 


Donald Duck of Richmond, Va., fea- 
tured newspaper ads like the one 
above to herald the introduction of the 
product in its territory. 





Coca-Cola Bottling Co., Monroe, was 
begun recently. W. Harvey Morrison 
is president of the firm .. . Seven-Up 
Bottling Co., Elizabeth City, has added 

Potter & Rayfield mixer to produc- 
Seven-Up Bottling 
Co., Wilmington, has installed a 


tion equipment... 


Liquid low pressure 24 spout filler; 
Liquid 15 head mixer, and a Standard 


Knapp caser. 


OHIO 


Andrew H. Schul is observing his 
25th anniversary as president and 
general manager of Hy-Grade Bottling 
Co., Hamilton. 


OKLAHOMA 


For making the largest gain in per 
capita sales of Seven-Up in its popula- 
tion group last year, Tulsa Seven-Up 
Bottling Co., managed by J. Q. Bran- 
ham, has received a special award 


from the parent company. 


OREGON 


Seven-Up Bottling Co., Eugene, has 
made some extensive additions to 
equipment, including a new Cem syrup 


and water cooler. 


PENNSYLVANIA 
Pepsi-Cola Bottling Co., 
has added a new Miller Hydro auto- 


Reading, 


matic case and carton packer... Plans 





Anything from pipe to pretzels, Baltimore Stevedor- 
ing finds Towmotor more than equal to the task, 


The Big Cinch... 


Little inch or big one, any job's a lead pipe cinch with Towmotor speed- 
ing materials handling up to double and more for you . . . and the boss. 
Results like that are no pipe dream, thanks to TowmoTorque, the new 
automatic transmission that helps you crowd extra hours into every 
working day. And Power Steering that’s easy no matter how long your 
operators drive. Or the new Cushioned Power Diesels that handle like 
sissies and perform like the frugal brutes they are. Plus many other 
Towmotor features that help you get so much more done . . . so much 
more easily, Send today for booklet describing TowmoTorque and Power 
Steering. TOWMOTOR CORPORATION, Div. 6206, 1226 E. 152nd Street, 
Cleveland 10, Ohio. 





TOWMOTOR 


THE ONE-MAN-GANG 


FORK LIFT TRUCKS and TRACTORS 
SINCE 1919 


TOWMOTOR ENGINEERED FOR QUALITY PERFORMANCE 
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for constructing a new plant addition 
have been announced by Davis Bot- 
tling Co., Harrisburg . . . Westmore- 
land Bottling Co., Greensburg, plans 
to install a Model G Burns master 
filler. 


TENNESSEE 

Seven-Up Bottling Company, Mar- 
tin, has installed a 400 GPH Western 
Recirculating Lime, Chlorine, and 
Coagulating plant. 


TEXAS 

Dr. Pepper Bottling Co. of Big 
Springs has been purchased by James 
L. Daugherty and Harris G. East- 
Dr. Pep- 
per Bottling Co., Abilene, recently 


ham, from Harry Stalcup .. . 


started production and distribution of 
Kist Orange. President of this firm is 
W. O. Hayter ... Dr. Pepper Bottling 
Co., Brownwood, has reported instal- 
lation of a new Miller Hydro case and 
carton packer. 


tor extra sales appeal . - - 





RED DIAMOND 


EXTRACTS 


..- let them help build 
your profits! 





A full line, plus 


secial formulas for 


ee” 
aoe: Te" 


Send today for valuable free booklet listing 
helpful facts, formulas, tables, etc., plus 


full descriptive list and prices on 


t-te OlTeluilelare Mile h cele vamelolaal oli-t Meolamma-te [01-11] 


THE ) 
on. a 2 -2On, Beem Glen 2 20m @ Benen, | 
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VIRGINIA 
Seven-Up Bottling Co., Norfolk, has 


added a RCA electronic inspection 


. A Miller 


Hydro automatic case and carton 


unit to plant equipment. . 


packer recently was put into operation 
by Coca-Cola Bottling Co., Blackstone. 


WASHINGTON 
James O. Mackey is opening a new 
plant at Walla Walla, featuring Mis- 





sion beverages ... A. E. Kirk, owner 
of the Everett Bottling Co., Everett. 
recently celebrated fifty years in the 
bottling business. His firm bottles 
Pepsi-Cola, Nesbitt’s, Hires and 
Squirt. 


WISCONSIN 
Dad’s Root Beer is now being 


bottled by the Dad’s Root Beer Bot- 
tling Co. of Kenosha. 
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Included in every pound of National Certified Color is our continuing 
pledge that “No higher quality can be consistently maintained”. 


National Certified Colors represent America’s longest and broadest experience 
in the manufacture of these complicated organic compounds. 
From basic raw materials to intermediates to finished colors, 
we control their physical and chemical properties precisely. Thus you 
are assured of uniform pure-dye strength, solubility and brightness of shade. 


Once you establish a color formula based on National Certified Colors, 


you can be sure that the same formula will produce the i 
y A ‘ ‘ . > ational 
same color again and again and again. So, to be sure, specify | Food Color: 











cenrte . aioe Wicisics 
NATIONAL ANILINE DIVISION 


ALLIED CHEMICAL & DYE CORPORATION 





40 RECTOR STREET, NEW YORK 6,N.Y 


Boston Philadelphia Chicago Charlotte 
San Francisco Portiand, Ore Toronto 


hed 
hemical 








Me Chemicals you live by 











MEET... 


SEQUET 


THE 


ANNIE OAKLEY 
OF 


BOTTLE WASHING 







































OU can 


ing ¥ 
Anythin ash 


wash, | can ” 
better! 


DIAMOND'S Sequet™ is an additive that justifies its higher 
cost by greatly reducing the final over-all cost of washing. 

You can add Sequet to Hi-Test, to caustic soda, to whatever 
you are using~—and get better results. Sequet controls scale 
by overcoming costly hard water problems. It steps up the 
cleaning and detergent action of other compounds. It improves 
rinsing by reducing alkali carry-over. Furthermore, Sequet 
makes your alkali go farther. Just a very little Sequet makes 


your other compounds go a lot farther! 


CALL NOw 


‘++ THE NEAREsy 






For the explanation of why and how all 
this is true. ask for the Sequet Pamphlet. 


DIAMOND SALES OFFICE 





FOR LITERATURE AND 


Your DiaMonp Technical Representative 


will make the necessary tests for you and 






DEMONSTRATION 


demonstrate how to put Sequet to work. And 







you can expect sparkling, brighter bottles 
at less cost. 


TECHNICAL 
SERVICE 





YN 
DIAMOND 


DIAMOND WASHING AND CLEANING COMPOUNDS a{{h> 
CHESS ECDL 











DIAMOND ALKALI COMPANY ° CLEVELAND 14, OHIO 
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Vx. opinions have been expressed by business 
experts that it is going to take more selling strategy 
to move goods from now on. Consequently, we ques- 
tioned a number of leading sales directors in the 
east to get the lowdown on what they were doing 
to prepare for such a turn. The bottler can use the 
material we have gathered to advantage because, 
he too, will be forced to cope with a serious problem 
if business activity goes into lower gear. We do not 
forecast a recession, but many economists urge 
caution; hence, it pays to be prepared. 

In many cases, to counteract a U-turn in our 
economy, the bottler must re-appraise his selling 
personnel and their selling techniques to determine 
how they stack up from the standpoint of profitable 
productivity and to grade them as regards their 
ability to stand the gaff of an increasingly competi- 
tive market. The bottler may be obliged, in the light 
of what he finds, to replace some of the old hands 
with new blood or increase his sales force. 

The selection of new men as replacements or for 
expansion has been below par for years because it 
has been comparatively easy to sell. Too often, the 
routemen have been picked hit-or-miss and they 
have sold the same way. They brought in business, 
to be sure, just as order-takers in all fields have 
been selling goods for years. But, how much will 
such salesmen sell if sales resistance increases and 
customers begin pushing for better prices more 
aggressively than heretofore? If we should experi- 
ence a down-beat in business activity, better sales- 
men will be needed to get results and the bottler 
must improve his methods of selecting and training 
them. 


Screen Applicants 


Based upon information given us on this survey 
by sales directors who are improving and increasing 
their sales forces to counteract any increase in 
sales resistance, should there be a down-swing, as 
some economists predict, we offer this counsel to 
bottlers who may have to cope with a new order 
before long. 

Applicants for sales jobs should be screened care- 
fully at the first interview. Many are not worth 
a second thought. On sight, just by general appear- 
ance, they have a negative personality and would 
never make a success selling in a competitive mar- 
ket. Another type that can be weeded out quickly is 
the applicant whose record shows that he is a 
grasshopper, jumping from job to job regularly, 
either because he is unstable, a non-conformist who 
can’t get along with anyone, or because he has been 
miscast into a calling for which he is not fitted. 

There are various sources from which new route 
salesmen can be obtained—newspaper advertisement 
applicants, the unions, grocery clerks, food salesmen, 
bread, milk salesmen, employment agencies and 
from competitors. Occasionally, direct applicants 
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electing and Training 


A Sales Force 


Effective manpower is one of the bottlers’ unending problems, 


even as they approach the peak season. This article discusses 


practical methods of improving the selling staff. 
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Hi {/ ed SO}l ari k - [00d for th 1Trst. 


TWO YEARS BEFORE AIR CHANGED THE PRICE OF STEEL 


In 1875 the price of 
steel rails dropped to sixty-eight 
dollars a ton. This was the first year 
the Bessemer process of using air to 
drive out impurities in molten iron 
was used in this country. Yet two 
years before this we were making 
our first beverage bottles. 


A glass blower made only a few 





TRAOE mann aEe 


hundred bottles a day then. Today 
each of our machines makes more 
than one every second. 

In the 80 years since we started 
supplying the beverage industry with 
bottles to protect the beverages 
America drinks, we have carefully 
tried to carry out the responsibility 
of keeping ahead of the field in con- 


v 6 Pat ore 


tinuous improvement of beverage 
bottle quality. 

Take advantage of our 80 years’ 
experience to give your product the 
ne selling package it deserves... a 
sparkling 
No one else can offer you the results 


Duraglas Salespackage. 


of such long and broad beverage 
bottle manufacturing “know-how.” 


BEVERAGE BOTTLES 
Look better-Last longer 


OWENS-ILLINOIS GLASS COMPANY @ TOLEDO 1, OHIO © BRANCHES IN PRINCIPAL CITIES 
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will walk in asking for a job. When they need a 
man or two, some bottlers run one newspaper ad, 
contact a few of the usual sources mentioned, then 
make their selection from a limited number of appli- 
cants. To get the wheat, one must discard a lot of 
chaff. In the days when goods were in short supply, 
almost anyone could sell and it wasn’t necessary to 
be so critical or selective about applicants. From 
now on, the bottler who wants to play safe must 
do a lot more sifting to get competent salesmen. 

In the larger establishments with a _ personnel 
department, the applicants for selling jobs are first 
screened there, then they are turned over to the 
sales manager for interviewing. One such manager 
reported that their latest ads brought in 68 appli- 
cants, 11 were selected for interviewing and only 
two were chosen for sales training, about 3 per cent 
of the original applicants run enough ads or tap 
enough sources otherwise, to get the right men for 


the sales jobs you have to fill. 


Go Slow 


As a rule, sales managers do not hire more than 
two salesmen at a time when expanding a sales 
force because they contend that the average organi- 
zation cannot absorb more than this number with 
justice to employer and employee. If they need 
additional men, they wait 30 days or more, then go 
scouting again. Under certain circumstances, the 
bottler may be compelled to hire more than two 
salesmen at a time, but he should limit his selections 
to as few salesmen as possible at one time. 

Most successful sales managers today use psy- 
chology on the applicants that pass the preliminary 
tests. It is a difficult thing sometimes to determine 
whether a salesman is telling the truth on an appli- 
cation form, and so, one manager reviews the 
application out loud while the salesman sits directly 
opposite. Watching the expression on the salesman’s 
face, the manager can usually tell whether the 
applicant has lied because he will shift uneasily 
when the lie is read back to him. For this reason, it 
is wise to have applicants make out application 
forms. Often when interviewed verbally, an appli- 
cant will gild the lily about his capabilities and 
experience and his bluff is never called because it is 


submerged in the remainder of the interview. 


Use a Written Application 


If the sales manager has an application before 
him detailing the applicant’s history, there is a 
tendency to question all statements more carefully, 
particularly if they seem more or less exaggerated, 
and there is a normal reluctance on the part of an 
applicant to put anything on paper that he can’t 
back up because it may be used against him at a 
later date. The application forms may be type- 


written or mimeographed. 
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One sales manager mumbles rather inaudibly 


, when discussing the job he has to offer. If the sales- 
n man doesn’t ask him to repeat the sentence so that 
- he can understand it clearly, the sales manager feels 
f that he has a disinterested person on his hands and 
‘ closes the interview. 
y If a salesman passes these preliminary tests, he is 
1 given an I.Q. There are a number of such printed 
tests available in every locality. Some manufacturers 
supply them, and so, we won’t go into their make-up. 
To some bottlers, this may seem too scientific for 


their type of business, but sales managers who have 
hired hundreds of salesmen state that these psycho- 
charts work, that they are adaptable to small as well 
as large organizations. One important thing that 
these tests determine is whether a salesman is an 
introvert. 
thinks inwardly too much—he can never become a 


extrovert or an If he is an introvert 


successful salesman, according to sales directors 
who have studied the problem. 
Another advantage of an I.Q. test is that it 


enables a bottler to select applicants on the same 
intellectual level, which makes it easier to conduct 
sales meetings. If his men have different intelligence 
“bull 
and below 


quotients, the discussion at these sessions” 
will be the heads of the 
understanding of others. There will be no common 


above some 
denominator, dissention will develop, one group will 
feel superior to another, and that doesn’t make for 
a successful sales organization. 
‘ Personality is important in salesmanship, but it 
has been found that a person with a good personality 
and below par education or intelligence is usually 
a “bad buy”, because, by and large, prospects are 
on a higher intellectual level today. In the days of 
Diamond Jim Brady and his big cigar, the good 





Before the man is put out on the route by himself, he 
merits indoctrination in the company’s policies and prod- 
ucts, its methods and its sales practices. Such training 
must include a period of actual field selling under the 
guidance of the route supervisor or sales manager. 
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CARTON OPENER 















Speed up carton opening with the 
labor-saving Bottle Master 
Carton Opener equipped with 
Electronic Flow Control. 


For further information, 


call or write 
Atlanta Paper Company. 


ATLANTA PAPER COMPANY 


> Atlanta 2, 





Georgia } 











WHICH 
TWIN 
HAS THE 
MONEY 





ELAWARE ' 


ai cD 









Both! Combine the famous 
7'/-ounce-bottle drink with 
popular Beverage Syrup in pints and 
quarts for home use... and you have a valuable 


“twin franchise” that clicks in any territory. 


DELAWARE PUNCH, America’s SOFT soft drink for 
generations, now offers bottlers a real opportunity 
to go places this year with this double-barrel 
profit program. Case histories on distribution 
prove the popularity and ready acceptance of 
DELAWARE PUNCH Syrup. Write for complete 


information about the ‘twin franchise” today. 


WRITE TO: nore BALLEW wu d ASSOC LATES SUC. 


A MARKETIN ( ¢ NIZAT N bd e ° ° . SEVEN E£LEVEN GULF ST ATes fun 


on wae. a 2 a. 
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mixer with a low I.Q. might get by successfully 
because people did not have the educational advan- 
tages they have now. Today, a salesman, who must 
talk with all kinds of people, must have more educa- 
tion and intelligence than the salesman of yester- 


year. 


Train Early and Well 


One fallacy is to send out a man untutored, on 
the assumption that he will work himself into the 
job and learn as he talks to prospects and customers. 
This is unwise because he can “kill” many otherwise 
sure sales in the process. It is wiser to keep him 
around the office and plant a few days, getting him 
acquainted with plant processes, products and office 
routines, letting him mingle with older salesmen 
to get the feel of things, or sending him out with 
the veterans to get guidance on the essential re- 
ffuirements and practices demanded by the job. In 
other words, give him a good practical briefing be- 
fore he goes on his own. 

Salesmen have been counseled for years to “know 
your product”. The purpose behind this slogan is 
to impress the salesman with the importance of 
knowing every talking point so that he can impart 
this knowledge to a prospect and assure maximum 
sales results. For too long, salesmen in this industry 
have been content to sell bottled goods at so much 
per case for such-and-such size bottle and flavor 
and they have gotten by because there have been 
enough customers to give them orders, even if his 
sales talk was the “best on the market” variety. If 
business activity tightens up, even to a limited 
degree, the salesman must talk more of the purity, 
brilliance and perfect uniformity of his wares in 
order to get maximum sales results; he must go into 
the scientific compounding and blending of the 
flavoring ingredients used, so that taste appeal is 
guaranteed at all times. This is most imporiant. 
In fact, taste is often as good a sales inducer as 
high quality. 

Not long ago, one eastern bottler, desiring to 
expand, bought out another bottler and found that 
the latter was using a product not up to the quality 
standards of his own, and so, the formula was 
changed to bring the product up to standard. Pur- 
chasers began to complain immediately that the 
beverages did not taste the same, even though they 
were of better quality. The change in the formula 
had changed the taste. 

Bottlers have often lost business because of 
fluctuating taste appeal. The processes in their 
plants were such that they did not project uniform 
taste appeal over the years, the taste changed from 
time to time because processes were not properly 
standardized; they were using rule-of-thumb 
methods instead of the scientific compounding and 
blending of flavoring ingredients and water puri- 
fication. 
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The salesman should be briefed on how his plant 
produces bottled goods of top quality, uniform in 
taste appeal and economically priced in order to 
assure the purchaser’s maximum repeat sales. The 
salesman can talk about the equipment used for 
filtering, de-alkalizing and sterilizing so that the 
beverage has a uniform flavor, the purity of the 
syrup preparation, syrup control, the use of natural 
flavors, carbonation, refrigeration and water con- 
trol, the sanitation control within the plant, ete. 
Without giving away trade secrets, the bottler can 
help his salesmen sell more of his wares by giving 
them processing information to splice into their 
sales talks to convince a prospect that his offerings 
are worth the price and worth stocking for ready 
re-sale. A portfolio of pictures showing the bever- 
ages being made will certainly help convince cus- 
tomers. This is good selling ammunition for the 
salesman and it will help him get maximum results 
against increasing competition. Some bottlers issue 
sales manuals containing such information and state 
that it is helpful in breaking down sales resistance, 
in convincing the tough prospect that he should 
stock the line. 

The science of bacteriology, chemistry and engi- 
neering combine to produce bottled beverages in this 
industry and the salesman who is coached to relay 
this in an elementary manner to the prospect will 
have the edge on the salesman who only talks price. 
When a salesman bases his sales talk only on price, 
the bottler employing him is bound to be plagued 
with price-cutting in a period when business slows 
down for one reason or another. 

No bottler can tell his salesman exactly what to 
say to a prospect. If a salesman is intelligent, he 
can talk convincingly about a product if he knows 
enough about it. Sales managers train their salesmen 
in the fundamentals of salesmanship; they make 
sure that they know all the talking points, and from 
there on out, the salesman is on his own. If he can’t 
maneuver in this area without specific coaching, 
experienced sales managers state that he won't last 


long as a salesman. 





‘| SWITCHED T0_ SQUse7- 


Soys Dr. A. D. Uhis, Kansas City, Mo 









Because... “Most soft 
drinks leave me hunting 








a water-chaser, but Squirt 


is different — it actually has a fresh, 





clean taste after I drink it 







Check Squirt Sales ... and 
You Will Switch to Squirt Too 


Write for Franchise Information 


THE SQUIRT COMPANY 


202 South Hamilton Drive, Beverly Hills, California 


COPYRIGHT 1953. THE SQUIRT COMPANY 
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Sugar is flavor’s best friend and a bottler’s 
best bet for safeguarding quality and 
assuring complete consumer satisfaction. 


For the latest facts explaining why sugar 
in the long run, your most economical 
sweetening agent, write Dept. L. 


Sucrose: Cane and beet sugar. 





Make Every Mouthful More Wonderful ... with 


The surest, safest, most satisfactory way to 
make flavor really sparkle is to use sugar”. 


Having no taste of its own, sugar is the ideal carrier for flavor. 


And, with sugar, you get 25 to 50% more sweetening power~— plus 


sweetness that is more consistent and easier to control. 













is the safest, most effective, and, 








INFORMATION 














NEW YORK 5, 
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“NATIONAL’S 


CHAN ICAL Coin Changer 


TAKES PENNIES, 
NICKELS, DIMES AND QUARTERS * 


National’s New MECHANICAL & 
changer is the ultimate in design and rs 
flexibility. Converts easily from one ! 
price to another to give even or odd 
cent sales and no additional parts are 
needed to make any conversion. 

It’s another first for National in 
coin handling perfection. 


Comparison will prove there i4 no comparison. 
NATIONAL (3 REJECTORS .. 


5100 San Francisco Ave. « St.Louis 15,Mo. 
Phone COlfax 1900 


ATLANTA, GEORGIA, 685 Peachtree Street, N. E.—Phone: Elgin 4318 
CHICAGO 39, ILLINOIS, 4907 W. Fullerton Ave.—Phone: NAtional 2-3614 
DALLAS, TEXAS, 3202 Knox Street—Phone: JUstin 2291 

LOS ANGELES 6, CALIF., 2309 West Pico Blvd.—Phone: DUnkirk 2-5772 
WOODSIDE, LONG ISLAND, N. Y., 39-30 61st St.—Phone: ILlinois 8-6302 
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VENDOR AND COOLER NEWS 





@ PLACEMENT 


FINANCING 


MERCHANDISING 


MARKETS 


cosTs 


SERVICING 


NEW MODELS 


3-Dimensionals To Spur Sales? 

Keep an eye on the cinema’s current trend towards 
3-dimensional films, as exhibition considerations 
may bring back the “intermission” to many motion 
picture theatres, presenting more of an opportunity 
to merchandise snacks and soft drinks. These stereo- 
scopic films are projected through two machines, 
interlocked for simultaneous operation. Since most 
theatres only have 3 projectors to show standard 
films (one is for emergency standby use, with the 
other two alternating with 2,000 ft. reels to prevent 
any interruption in the picture), there will have to 
be “break” points allowing for the change-over in 
3-dimensional reels, as two machines must be re- 
loaded. Such stereoscopic showing will probably be 
divided into two or three “acts”, giving patrons 
that extra intermission impulse to patronize vendors 
for a thirst-quencher. 
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® Star Future Holds For Vending 

Quarterly “Future Sales Ratings’, compiled by 
Sales Management magazine for 100-odd industries, 
continue to give coin machine sales (all merchan- 
dise) a 5 star future (“best relative outlook”). Soft 
drinks are upped to 4 star sales prospects (‘very 


good relative outlook”), with the comment that 


“stimulus comes from growth of children’s market ; 
better profit margins ... (and) higher sales pro- 


motion.” 


Drive-In Picture 

Speaking at the National Drive-In Convention, 
held in Milwaukee recently, Dean D. Fitgerald of 
the Badger Outdoor Theatre of Madison, Wisc., dis- 
cussed soft drink refreshment service in the open- 
air cinemas. He voiced the view that such sites 
should utilize coin-operated as well as manual bev- 
erage dispensers, noting that automatic merchan- 
disers are particularly useful during the intermis- 
sion rush as “auxiliary salesmen’. Mr. Fitgerald 
pointed out that coin-actuated machines are a great 
attraction for youngsters, a factor aiding speedy 
service for all movie-goers after a snack. ‘‘While 
customers at 


children are continuously favored 


theatre concession areas,” he observed, “there is 
little doubt that they are the toughest shoppers and 
the most time-consuming patrons. The appeal of 
machines for them is unquestioned and many times 
the child 


head for the machines, leaving the stand open for a 


with his lesser amount to spend—will 


man or women buying either for themselves, their 
friends, and or their families, with more money to 
spend and a greater buying potential.” Mr. Fit- 
gerald reported that the nickel drink was obsolete 
in most drive-in theatres, and that general practice 


was to serve a 6-0z. beverage for a dime, 9-oz. for 








SCHOOL FOR SAILORS 


With a large number of soft drink vendors aboard U.S. 
Navy vessels utilizing coin changers, National Rejec- 
tors, Inc. (St. Louis) provides instructors to teach Naval 
personnel how to maintain such equipment. Here Russ 
Penly, Atlanta branch manager, gives some pointers 
to seamen at a school session held in Norfolk, Va. 
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Cole’s newly developed DUOTONIC TAP produces 
any carbonation volume you select — up to 4.2 volumes 
— and delivers it IN THE CUP without loss! 


The DUOTONIC TAP is an exclusive Cole 
engineering achievement. Nothing can match it. 
Write, and we’ll send full details. 





..» Cole MAGNIFLO “1200” @ Cole-Spa “600” @ Cole Coffee-Spa 
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WORLD’S LARGEST MANUFACTURER OF CUP DRINK DISPENSERS 


Executive Offices: 39 South La Salle St., Chicago 3, Ill. 





Offices in all principal cities. In Canada: Cole Products Canada Ltd., Toronto. 
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To the chemist, C,.H..O,, spells sugar .. . but 
to the modern bottler it spells food — the food 
with the energy essential to vigorous play, to the 
“lift” medical authorities agree children and 
adults alike often need to help them through 
long hours between meals. 

Yes, it’s sugar that makes your beverage a 
food .. . sugar — one of nature’s true carbohy- 
drates — that for centuries has been the world’s 
standard of sweetness. 

Sugar works other wonders for beverages, 
too. It enhances the zest of choice flavors. Helps 
retain carbonation. Adds body and texture. 





Makes fine beverages still finer, more palatable, 
extra satisfying. 


These satisfactions are denied to users of 
sugar-free beverages. True, these new soft drinks 
are welcome additions to the restricted diets 
sometimes prescribed by the family physician. 
But to recommend these non-food products for 
general use would appear to risk undermining 
public regard for the beverage business as a vital 
part of the nation’s food industry. The countless 
millions of normal men and women and chil- 
dren — the millions in the vast majority — can 
and do enjoy the satisfaction of sugar ...a 
preferred food in any balanced diet. 


Progressive bottlers save money with Flo-Sweet —the original liquid sugar tailored 
to individual needs—now distributed from Yonkers, Pittsburgh, Toledo, Detroit. 


15 cents, and 16-oz. for a quarter. Favoring a policy 
of offering movie-goers a selection of flavors, he 
recommended rotating the less-popular drinks in- 
stead of offering all flavors at all times. As the top 
three selections in the out-of-doors theatres he listed 
cola, orange, and root beer. S. J. Papas, owner of 
drive-ins at Kenosha and Racine, Wisc., citing an 
analysis of figures compiled in a Midwest drive-in 
cinema, reported 10c drinks accounted for 9.9% 
of the total refreshments sold, while 20c drinks 
tallied 13.26¢;. With over 3,000 of these outdoor 
movie sites now in operation, soft drink vending 
can be expected to expand its role as a merchandising 
tool. 


Vendor Growth In N.C. 

Tax data from North Carolina offers an index to 
soft drink vendor coverage in that state. With both 
coin coolers and cup machines subject to a per ma- 
chine levy, figures furnished the “Cooler Corner” 
show that the state had issued 14,168 licenses for 
such equipment through March of the current 1955 
fiscal year. (For fiscal 1952, some 13,733 vendors 
had been licensed.) Such figures do not include a 
number of drink vendors on location in federal sites 
(military installations) not subject to the North 


Carolina tax. 


Suggested Cup Vending Rules 

A final revision of suggested regulations for cup 
vending machines operating in military installations 
has been accepted by the Division of Medical Sci- 
ences of the National Research Council. Such pro- 
visions stipulate that vendors be designed so that 
cups may be loaded into the dispensing unit from 
an original carton without any surface handling. 
Cabinet construction is also to provide against dust, 
leakage, or contamination. To handle waste cups, 
containers must be positioned adjacent to the vendor, 
and such disposal units must be self-closing, water- 
tight, readily cleanable and conspicuously marked. 
It’s also suggested that the machine utilize a device 
which would prevent it from operating after the 
paper cup supply has been exhausted. (Editor’s 
Note: Most modern cup vending equipment has 


conformed to such standards for some years.) 


Industrial Infeeding 

A panel session at the National Restaurant Show, 
held in Chicago last month, discussed the values of 
utilizing vending machines as a retailing medium 
in industrial outlets. Several caterers and factory 
management officials reported that automatic mer- 
chandising in the factory was “here to stay” and 
that a growing number of vendors of varied food 
and drink items were being utilized successfully in 
industrial plants for supplementary feeding pur- 
poses, as well as refreshment. Attention was called 
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to the ability of these “silent salesmen” to function 
around-the-clock, providing service for limited night 
or weekend work shifts, as well as for the outlying 
areas of a plant located some distance from counter 
facilities. Session was chaired by Morris Auerbach, 
head of Automatic Food Service, Philadelphia, which 
operates full-line vending in General Electric and 
RCA plants. 


$1.20 Case, 10c. Vend 


Out in Norfolk, Nebr., the Quality Beverage Co. 
has followed a policy of selling selective coin coolers 
direct to the location. When the company raised its 
wholesale prices to $1.20 per case early this year, 
all the vendors were geared to ten cent mechanisms 
and bottler J. P. Daniel reports that there has been 
“no change” in sales volume. With no industrial 
or military sites, coin cooler coverage for this plant 
includes a few schools and a number of standard 
outlets, such as gas stations, grocery stores, etc. 
Quality Beverage vends its line of Nesbitt’s, Squirt, 
Dr. Swett’s, and flavors. 


10% Commission On Coin Cooler 


Both single-drink Mills (Chicago) and multi- 
flavor Ideal (Bloomington, Ill.) equipment is utilized 
by the Seven-Up Bottling Co. of Charleston, W. Va., 
although the firm only vends 7-Up. A dime mechan- 
ism is utilized on all the units, installed largely in 
industrial and gas station stops, and bottler Mal 
Guthrie observes: “Pricing of drinks at 10c¢ only 


’ 


does not seem to retard sales.” This plant has a 
unique sales arrangement in effect in some locations, 
where the dealer is given 24 cents for each case 
dispensed (10° of the $2.40 vendor gross). Seven- 
Up Bottling’s price is 96 cents per case plus a 24 
cent state sales tax, or $1.20. (The plant is subject 
to the W. Va. 1 cent state bottle tax.) 








PEPSI AT THE PROM 


This drink stand, built around a cooler, made Pepsi a 
hit with Jersey City. N. J. high school students attending 
an annual Athletic Assn. dance. Pepsi-Cola Bottling Co. 
of Jersey City finds this type of concession both a good- 
will and volume builder among the teen-age set. 
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BLOOMINGTON, ILLINOIS Cp A 
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TO 


point with pride to those beverage bottlers who have qualified 
as dealers for Ideal vending equipment, and are showing profits from 
operations of the vender program, equal to and in some instances, 
greater than the profits from the beverages being distributed. 


Thanks to 


Shal’s 


Policy 
for 1953 and the future 


ASK A 
BEVERAGE 
SL, 
BOTTLER — elective MINDED 
IN “DEEDS” AS WELL AS “WORDS” 
HOW HE HAS DISREGARDED COMPETITION (SINGLE FLAVOR 


VENDERS) AND FOUND THE DEALERS OF THE BEVERAGE 
BOTTLERS READY AND WILLING TO PURCHASE VENDERS 


GUARANTEEING 
TO 
IDEAL DEALERS 


“2 PROFITS, INSTEAD OF ONE” 


Are you a dealer for Ideals? Qualify today. Phone 8078, Bloomington, Tl. 
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Behind-the-Counter Vending 

As an automatic means of retailing, vending is 
usually contrasted to over-the-counter selling. Not 
so at the Cabrillo Theatre in San Diego, Cal., where 
the County Co. 4D53 1,000-cup 
Spacarb machine on location behind the refresh- 
ment counter. 


Beverage has a 
Reason for this placement is a lack 
of floor space in the theatre, and under a unique set- 
up the girl attendant accepts a dime from the patron 
desiring a drink, pushes the appropriate flavor but- 
ton, and hands him his thirst-quencher. To expedite 
the operation, the attendant keeps a dime in the 
machine, thus remaining one vending step ahead of 






VENDING OVER-THE-COUNTER 


With the Cabrillo Theatre in San Diego, Cal. lacking 
lobby space, this 4-flavor Spacarb is positioned behind 
the snack stand. Patrons hand coins to girl attendant, 
who makes their selections. Unique locale averages 4,500 
dime drinks per week. 





the 
“orind” 


customer. Operating on a 20-hour 
this 


1500 dime drink sales weekly 


per day 


schedule, cinema averages around 
an excellent figure 
for movie vendor volume. County Beverage presi- 
that 


months one hot beverage is featured, and that this 


dent Larry Granfield reports during winter 
“tends to pick up the drink total during the few 


cold months we have in the San Diego area.” 


Pienie Coolers Cultivate Farm Market 

If your territory takes in rural sections, are you 
doing anything to tap the farm market? A March 
survey of U. S. labor showed that of the 61,460,000 
Americans employed, 5,720,000 were working on 
farms Such a 
segment of the “At Work” thirst-quencher market 


a figure due to rise this summer. 
can be reached through a use of “picnic’’ coolers, 
utilized to transport an iced case of soft drinks out 
to field hands. To crews working miles away from 
any source of refreshment, the portable drinkbox 


serves as a warmly-welcomed oasis. 


10c. Per Case Rental 

With a dime vending price in effect, the Nehi 
Bottling Co. of Grand Island, Nebr., has upped the 
rental rate on its coin coolers to 40 cents a case. 
This plant, which bottles Royal Crown Cola and 
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Nehi flavors, uses a multi-flavor 
(Dallas) and Ideal Dispenser (Bloomington, III.) 
vendors. Top locations include a nearby military 
installation, industrial stops and gas stations. Bot- 
tler Charles Wahlquist reports that Nehi Bottling’s 
raise at wholesale has been successful and the 
switch to dime mechanisms on vendors has actually 
increased automatic merchandising volume. 


70,000 Vendors Push Pepsi 


An article in Jnvestor’s Reader, organ of Wall St. 
brokerage firm Merrill Lynch, Pierce, Fenner & 
Beane, on the Pepsi-Cola Co. reports that 15°, of 
total sales now comes from the “cold bottle” busi- 
ness done by_ vendors, coolers, etc. Commenting on 
the company’s automatic merchandising, the story 
notes: “In its bad years Pepsi allowed the vending 
market to go by default. But since 1950, psesident 
Steele has plugged this end of the business, reports 
Pepsi bottles and cups pop from at least 70,000 
vending machines.” 


Utah Military Market 

With only a few coin coolers in operation, the 
Canada Dry Beverage Co. of Salt Lake City has 
found a nearby military site to be its best volume 
producer. Vendors are geared to dime operation, 
and bottler Milton W. Rawson is utilizing Ideal 
(Bloomington, Ill.) machines to dispense Canada 
Dry flavors along with Spur and Hi-Spot. 


Aviation Maintenance Means Sales 

In addition to the volume vendors can pick up from 
travellers and visitors at airfields, most of the larger 
sites offer an automatic merchandising potential in 
work areas (hangars, etc.) where employees do the 
maintenance work to “keep ’em flying”. Eastern 
Air Lines, one of the country’s major carriers with 
105 airliners in its “Great Silver Fleet” that operate 
between New England and Florida, does its major 
maintenance at Miami. Here each plane checks in 
every 7 days for a thorough inspection, necessary 
adjustments, overhauls, etc. Coin coolers are on 
the job to provide workers. with refreshment at any 
hour, and vendors are also in use at other servicing 
facilities used by Eastern on its routes. Says Capt. 
Eddie Rickenbacker, the “At 
Miami, Eastern has built a $22,000,000 maintenance 
base, and Coca-Cola in bottles is available through- 


line’s president: 


out our operations there. It is a needed and ap- 


preciated service to our 4,000 employees at Miami.” 


Horses & Drinks 


Bottlers interested in tapping the “At Play” sports 
market would do well to keep an eye on racetracks 
in their territories. According to a recent New York 
Times survey, horseracing—running and trotting 


has surpassed baseball as the No. 1 U.S. spectator 
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\ *With Stainless Steel Lids. 


Act Now! Fill in this 
coupon and leave the rest to 


Kechnunatovr 


Division, Nash-Kelvinator Corp., Detroit 32, Michigan 


More cases of “Empties’ 
colorful Point-of-Sale Coolers” 


made by KELVINATOR 


1 aa 


\ 










More cases of empties from 
every stop! That's the yardstick 
‘ of progress in the bottling business. 
| To empty those bottles, the public 

must be prompted to buy—for most 
soft drinks are bought on impulse— 
not sold! 

The 7-UP name embossed on a 
shining white Kelvinator Beverage 
Cooler is the real and final point-of- 
sale clincher—it’s a silent salesman 
for 7-UP in any place of business. 
And record sales of bottled bever- 
ages from Kelvinator Beverage 
Coolers prove it. Get the 7-UP name 
on Kelvinator Coolers and your 
salesmen will find more empties on 
every call. 


BEVERAGE COOLER DEPARTMENT, Nash-Kelvinator Corp. 
Dept. NB-6, 14250 Plymouth Road, Detroit 32, Mich. 
Gentlemen: 


ri 
| 


| Send literature, pricing and financing data. 


|] Have your representative call. 












...on Land 
as well as on the Sea... 


LYON 1400 Single Drink Machine 
LYON 1400-2F Dual Drink Machine 





ALL LYON equipment 
bears this seal 


THE superiority of LYON equipment 
is well recognized. Our carbonated beverage venders 
dispensing in cups, are in operation throughout the 
United States and on many U.S. Naval ships on both 
oceans. 

WE will announce in the near future 
the LYON 1400 Multi-Flavored machine, suitable for 
those locations which require a larger selection of 


flavors. 


LON. Gadushries Gre 


373 FOURTH AVENUE + NEW YORK 16, N. Y 


sports attraction. Last year some 45,000,000 per- 
sons paid for the privilege of watching the horses 
go by, while attendance at major and minor league 
ballparks dropped below the 41,000,000 mark. With 
more people showing up at the tracks, drink vending 
equipment has begun to put in an appearance, sup- 
plementing counter refreshment facilities, and cup 
machines have been utilized in Boston and Cleveland 
sites. Since race meetings are of relatively short 
duration, equipment is installed on a temporary 
basis. One of the major concessionaires serving a 
group of Eastern racetracks has been delving into 
the practicality of acquiring its own vendors, and 
shifting the cup machines as its staff moves from 
track to track. Drink price would be 15 cents. 








STENOS SIP 


Newest Coke coin cooler to be placed in production by 
Vendorlator Mfg. Co. (Fresno) is the VMC 33. Compact 
machine occupies a minimum of floor space in such 
sites as reception offices, vending 33 bottles and pre- 
cooling 27 more. 
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Equipment 90° Location-Owned 


Six cent vending is in vogue on machines of the 
O-So Grape Bottling Co. in Grand Rapids, Mich. 
About 90°; of all these units now belong to the 
locations, and the remaining 10° rent at 29c¢ per 
case. This bottler utilizes selective Ideal (Blooming- 
ton, Ill.) units to dispense a line of O-So Grape, 
Mason’s Root Beer, Bubble-Up, and orange and 
strawberry flavors. The 6c coin cooler mechanism is 
in line with price rises from 80 cents to $1.60 on 
7-oz. drinks and from 96 cents to $1.25 on 10-oz. 
drinks. According to plant manager E. W. Proud, 
gas stations are the top vending outlets for O-So 
Grape Bottling in the Flint territory. 


Key To Volume: Outlet’s Size 

Over 130 bottle vendors have been installed in the 
Flint, Mich. territory by the Seven-Up Bottling Co., 
and the machines are geared to 5, 6, and 10 cent 
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price levels, depending on the type of location. 


Manager Howard M. Sprague believes that sites are 


“all the same” insofar as suitability to automatic 
merchandising, but that the “size of outlet deter- 
mines volume.” This plant uses both 1-flavor and se- 
lective machines, renting the former, which features 
7-Up and selling the multi-flavor units to the loca- 
tions. Its multi-drink coin coolers are Ideal (Bloom- 
ington, Ill.) w,hile the single-drinkers are Vendo 
(Kansas City) V-83’s and Jacobs (Detroit) units, 
which have been “converted” to handle 7-Up. Mr. 
Sprague notes that price raise at wholesale has had 
“no effect” on this plant’s vendor volume. 


Nickel To Dime 

When the Dr. Pepper Bottling Co. of Columbus, 
Nebr., raised its wholesale prices to $1.20 per case 
last February, coin coolers were re-geared from a 
nickel to a dime. Bottler Con Keating reports that 
this switch “slowed the vendor sales somewhat”’ at 
first, but he notes: “I have talked to many of my 
customers and, as a whole, they do not care what 
the wholesale price is as long as everyone charges 
the same.” (There are 3 cola bottlers in Nebraska 
still at the 80 cent level, which Mr. Keating regards 
as causing “considerable trouble’’.) He adds: 
“Everything is much better in our industry. At the 
state convention there was much more optimism, 
due to the fact mostly everyone is up in price and 
making a living.” Dr. Pepper Bottling uses both 
l-flavor SelectiVends, as well as multi-flavor Ideals 
(Bloomington, Ill.) and Atlas-Varietees (Dallas). 
Dr. Pepper is featured in the single-drinkers, and 
also sold in the selective machines, along with Squirt 
and flavors. Top vending locales in the Columbus 
territory for this plant are industrial and school 


sites. 


Industrials Tops 
In the Hancock, Mich. territory, the Mattson 





DUAL TRAFFIC SITE 


At Pittsburgh’s giant new airport, this 1400-cup Lyon 
vendor is positioned outside a motion picture theatre 
in the terminal building. Drink machine attracts spur- 
of-the-moment traffic from both the movie-goer and the 
airline traveller waiting for a plane. Here routemen 
are getting set to re-stock the vendor. 
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DAD’S franchise 


' Yes, when you operate under a DAD'S franchise, you have made a whale of a 
deal. With DAD’S you have one of the most profitable franchises available. You 


get full selling support—support like our 1953 program! 


1. Premium Promotions! : TIT 
— 


2. Supported by newspaper advertising, radio and 
television spots, and point-of-sale material! 


3. A continuous program 12 months of the year! 









2800 N. Talman Avenue 
CHICAGO 18, Illinois 






build your future... write us now 


52 





4 
“a 





There is one franchise... 
one product...one program 
that offers through volume 
sales jetiniy the certainty of 
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Bottling Co. finds industrial outlets offering the 
best vending potential for its selective coin coolers. 
Bottler H. A. Mattson reports that he is now vend- 
ing Orange-Crush, Squirt, Howel’s, O-So Grape and 
flavors, with selective machines set at both 7 and 
10 cent levels. Equipment is placed on either a per 
case rental or outright sale basis. 


Remember This Vendor? 

We're trying to obtain data about one of the first 
bottle vendors, used around 1935. This consisted of 
a standard Coca-Cola cooler equipped with a chain- 
driven- dispensing mechanism, built by the Gries 
Mfg. Co., New York. We'd like to hear from bot- 
tlers familiar with this old-timer, which was used 
both in the U. S. and Canada. 


In The Vending Chute 
With its Magniflo 1,200-cup vendor in full pro- 
duction, Cole Products Corp. (Chicago) began ship- 
ments to bottlers last month of the new 3-drinker 
Add Pepsi-Cola bottlers to the franchised op- 
erations using Kelvinator’s (Detroit) open-top 
cooler. Unit holds 180 bottles, operates wet or dry 
. National Rejectors (St. Louis) has some up with 
a new mechanical, lever-actuated coin changer which 
takes pennies, nickels, dimes, and quarters .. . Na- 
tional Phoenix Industries, which will market the 
Cantrell & Cochrane line of canned ‘Super’ 
drinks, reported set to experiment with vending in 
gas stations ... Military authorities are now de- 


soft 


manding that certain types of electrically activated 
equipment (such as cup vendors) be properly 
shielded so as not to produce electronic interfer- 
ence ... General Vending Machine Corp. ( Philadel- 
phia) is now having its selective bottle vendors built 
in that city by Rudd-Melikian. 








CAMPUS FAVORITE 


In Fort Worth, Tex., the Dr. Pepper Bottling Co. has 
found educational locales good vendor volume pro- 
ducers. Coverage at Texas Wesleyan College includes 
this SelectiVend (Kansas City) coin cooler which pro- 
vides thirst-quenchers in the Student Union Building, 
where collegians relax between classes. 
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“Junior Salesmen’’ Build 
Additional Sales Volume 


| youngsters in the Winston-Salem, N. C. 
area have been enthusiastic businessmen during 
their holidays since the Pepsi-Cola Bottling Co. has 
been building refreshment stands for them to set 
up in their own front yards. 

The stands are made up of 3 x 5 signs, with a 
concentrate can serving as a cooler. An umbrella 
can be placed on the stand for additional advertising 
value and protection from the sun. 

After constructing a number of such stands, the 
plant’s sales manager talked with youngsters out of 
school and lined them up to sell Pepsi in the better 
residential sections of the city where distribution 
was not up to par. When a half dozen stands were 
placed the plant was immediately besieged with calls 
from other students asking for a similar set-up. 
Now every year, abovt two months before school 
closes, the company has many applications for the 
stands. 





The picture shows Warren Sams, son of 


Judge Leroy W. Sams, who presides over 
the Municipal Court of Winston-Salem. War 
ren has been selling 15 to 20 cases a week from his 
curbside place of business shown in the accompany 
ing picture. Sales include cold bottles to passing 
pedestrians and motorists and to workmen on the 
new housing projects nearby, and carton sales to 
surrounding homes. 

H. N. Thomas, vice-president of the company, 
heartily recommends this simple device to all bottlers 
of Pepsi-Cola as a means of giving school kids some- 
thing to do during the summer and also as a help in 
introducing the product to people in the community. 
The stands have been of considerable value in gain- 
ing an entry to sections of the city where sales 
promotion was needed. The signs which make up the 
stand were put up on the lawns of some of the best 
homes in town and in many cases stayed up through- 


out the summer. 
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“FIRE-POLISHED"[ ) 
LIPS 


Sell your beverage in Thatcher WEDG-WALLS . 
they're the thriftiest bottle you con buy! 


These bottles actually cost less to use than ordinary bottles 
because they make so many round trips. 


What's the secret? WEDG-WALLS have Thatcher's 
exclusive wedge-shaped sidewall. Result: they're 
extra strong in the area receiving most abuse .,. - 
stand up under slam-bang treatment inside your plant 
and out in the trade. WEDG-WALLS are better bal- 
anced bottles, too, with smooth, ‘'Fire-Polished"’ lips. 











Learn how WEDG-WALLS can cut your bottling costs 
. . . ask your nearby Thatcher representative to drop 
by your office! Or get full details on these better 
bottles by writing Thatcher Glass direct. 


Q “PYROGLAZE" LABEL 


Mib- THATCHER 


WEDG-WALLS 


THATCHER GLASS MANUFACTURING COMPANY, INC., ELMIRA, N.Y. 
Factories: Elmira, N.Y., Lawrenceburg, Ind., Streator, Ill 














Representatives in Principal Cities 





4 WEDGE-SHAPED SIDEWALLS 


4 SOLID BASE AND WALL 












Canadian Column... 





Canadian Beverage Sales—1951 SN webindsinskebeiie neve ve 11.2 
Gross factory selling value of prod- bale Les o wih ae WETS ORE 12.6 
ucts manufactured by the Canadian ee ee 12.5 


carbonated beverages industry in 1951 SRP re rere ae ee 8.6 

excluding excise and sales tax ROM i365 boxe a8 Ss F802 40% 14 
totaled $90,514,000, 4% above the pre- a 4.2 
ceding year’s figure of $87,139,000, it OO Va 


recently was reported. There were 510 
Orange-Crush Net Up 457% 


A sharp improvement of 457°; in 


establishments in operation furnish- 
ing employment for 7,389 persons who 
were paid $16,049,000 in salaries and net earnings of Orange-Crush, Ltd., 
wages against 501 plants employing in the year ended Oct. 29, 1952, has 
7,734 workers paid $15,641,000 in been reported by a; William Horsey, 
1950. Cost of materials used amounted chairman and president. 
to $33,195,000 against $33,029,000. Consolidated net sales rose 10.4 
The Canadian Bottlers of Carbo- and net earnings were up to $130,133, 
nated Beverages also recently released or 30 cents a share, from $23,334, or 
the following monthly sales percent- five cents a share in the previous year. 


ages of soft drinks for all Canada: Favorable summer weather in most 


TOTS eee eee eee 5.3 territories, accompanied by aggressive 
0 ee ee 5.4 advertising and merchandising cam- 
RT eae ee cae ee te utd 6.4 paigns, was of material benefit, and 
NS bade hee caresses ORES 7.3 reduction in the special excise tax 
bibs ss Ob ot ba ho had 428% 9.0 from 30° to 15°; last April provided 


a more adequate margin in Canadian 
operations, Mr. Horsey stated. 


Financial position was improved, 
too, with working capital at Oct. 29, 
1952, $97,296 higher at $1,549,170. 
Funded debt was reduced by $488,750 
during the year and by an additional 
$150,000 in December, 1952. 


The policy of strengthening fran- 
chise operations has been continued ac- 
tively, said Mr. Horsey. He added 
that reduction in the excise tax has at- 
tracted new bottlers to territories not 
previously serviced by the Canadian 
company, as well as making its fran- 
chises more valuable to present hold- 


ers. 


No Plans for Cans, 
Montreal Firms Say 


Recently-announced plans of Walter 
S. Mack, Jr., president of National 
Phoenix Industries, New York City, 
and former president of Pepsi-Cola 
Company, to market a line of soft 
drinks in cans in the U. S., drew the 
attention of Montreal bottlers last 
month, but all agreed that a similar 


move in Canada is not at all likely in 
the foreseeable future. 


Converting existing bottling ma- 
chinery, or replacing it with canning 
equipment would mean great expense, 
it was pointed out by the Montreal 
bottlers, whose comments appeared in 
the “Montreal Gazette.” 

“It has been tried as an experi- 
ment,” a Canada Dry spokesman was i 
quoted as saying, "but it hasn’t come 
up to standards. Nothing has been 
developed in the Canadian market to 
date. It isn’t anything we will see here 
in the near future as it would repre- 
sent a drastic changeover.” 


A spokesman for the Coca Cola 
Company said: “No such step has been 
contemplated to my knowledge.” 


A Montreal Pepsi-Cola official con- 
curred. He doubted can-type soft 
drinks would be available in Montreal 
or in Canada for some time. 


The new canned soft drinks are 
trade-named “Super”, and include 
cola, ginger ale, club soda, grape soda 


and root beer. 





“PRODUCTS 


For Your Syrup Room 





your tavern trade! 








breath away.” 








=. 
| rn 


Sanitary Stainless Steel Polish your water Stainless Steel Stor- 
Smaliware and syrup with a Common age an Mixing 
room glassware. Sense Disc Filter av Tanks. Many styles 


erage 300 GPH. and sizes in stock. radio, newspaper, 


Other Filpaco Products for the beverage plant: 

Filter Presses, Transfer Pumps, Conveyors, Portable 
Agitators, Filter Paper, Filter Cloth. 

Write today for further information. 


CHASER territory. 


We will be pleased to discuss your Filtration Supply and 
Equipment Problems, without obligation. 


today. 


FILPACO INDUSTRIES 
The FILTER PAPER CO. 


2414 S. Michigan Ave. Chicago 16, Ill. 








Chloro- Chaser 


‘‘A NATURAL FOR 
YOUR TAVERN TRADE”’ 


i ] 'T a Un! "It's New! It's different! It's sensational!" 
Yes, CHLORO-CHASER, the industry's most 
talked about new drink, is made to order for 


CHLORO-CHASER contains chlorophyll, the 
magical green purifier, that “takes your 


You, too, can quickly and profitably capital- 
ize on the vast amount of money spent on TV, 
magazines, and other 
media to popularize the use of chlorophyll. 


Get on the bandwagon now! Be among the 
first with a completely protected CHLORO- 


For more facts and fiqures write or wire 


ROSS LABORATORIES 


CLEVELAND 28, OHIO 


“The best piece of bottle washing 
equipment we have ever used.” 





WILLARD GLAZER 


says WILLARD GLAZER 


Pepsi-Cola Bottling Co. 
Fort Worth, Texas 


* 
THE LADEWIG 
BOTTLE WASHER 


For newest literature on this mod- 
ern washer write to Archie Lade- 
wig Co. Waukesha, Wis., U.S.A. 























' BOOST YOUR SPIRITS! 


What Percentage of the Lemon-Lime 
Business Could Your Organization Get? 
Your Territory May Still Be Open 


Write B-] BEVERAGE COMPANY 


2301 Hampton Ave., St. Louis, Mo. 
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New Equipment Installed 


Orange-Crush Ltd., Vancouver, has 
completed the installation of new bot- 
tling machinery. This equipment, 
which replaces the old line entirely, 
includes a Liquid Carbonic 40-spout 
filler, water cooler, 12-wide new model 
washer, and a Crown Cork & Seal 
mixer. Production has been stepped 


up to 325 cases per hour. 


B.C. Firm In $80,000 Venture 


A new 880,000 soft-drink bottling 
factory will be created at Nanaimo, 
B. C., this year by Island Bottling Ltd., 
successor to Rumming’s Ltd. 

Partners in Island Bottling Ltd. are 
E. M. Koster of Duncan, H. J. C. Terry 
and P. N. Goode, both of Vancouver. 

Mr. Terry is president, Mr. Goode 
secretary, and Mr. Koster managing- 
director of the new company. Mr. 
Koster has had fourteen years previ- 
ous experience with Coca-Cola in Re- 
gina and Moose Jaw. 

Island Bottling has obtained Rum- 
ming’s Coca-Cola franchise for Van- 


couver Island north of Duncan. 





While its own plant is being readied, 
the present Rumming’s plant on Wal- 
lace Street, Nanaimo, will be continued 
in use. Alterations and enlarging, to 
cost $80,000, will begin as soon as 
possible. 
J. B. Monfette 

J. B. Monfette, president of J. B. 
Monfette Limited, Coca-Cola bottlers 
of Victoriaville, P. Q., 
recently. 


passed away 


10-Point Daily Reminder for 
Pepsi Routemen 

To impress driver-salesmen that 
they are not only drivers, but must 
also sell their company’s goods and 
policy, Pepsi-Cola of Canada Limited, 
has set up a daily ten-point reminder 

which has proved a great success. 
According to A. Sinclair, manager 
of the Toronto branch of the company, 
the success of the reminder program 
depends on the drivers making the 
ten points a habit, and not just one 
of those things that has to be done. 
Checking outside advertising comes 
first on the “Planned Call” list. As the 








Dependable “HocuCer Equipment 


THAT QUICKLY PAYS FOR ITSELF 


The low initial cost of Fowler bottling equipment plus long 
years of dependable service add up to savings that are more 
than equal to the purchase price of these appliances: 


% Case Painting Machine 
*% Case Printing Machine 
%& Case Rebanding Machine 
& Crown Cleaning Machine 
% Bung Puller 


Write today for full information on these appliances 


evs rulst st Bttlers Appliance Co., Inc. ms. « 


% Cooler Paint Remover 
% Crown Hopper Control 
% Syrup Pump 

% Empty Gas Drum Signal 














Check Squirt Sales 
and 


YOU'LL 
SWITCH TO SQUIRT 
T00! 





COPYRIGHT 19063 THE SQUIRT COMPANY 


Write For Franchise Details Today 
THE SQUIRT COMPANY every tits, cotitornio 
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NEWBURGH, NEW YORK PEPSI PLANT EXPANDS... 


To meet increasing demand, Pepsi-Cola Bottling Co., of Newburgh, N. Y., recently 
completed this new plant building located on one of the main highways, at a reported 
cost of $150,000. The grounds will shortly be landscaped to enhance the advertising 
value of the building. Tom Tenney, president of the firm, has reported a 20% sales 


increase for 1952. 





company pays for these displays, it is 
in the driver’s own interest to make 
sure it’s situated to the best possible 
advantage. 

Pepsi-Cola employs no standard 
greeting for the driver to the dealer. 
However, if the right one is not em- 
ployed, the driver would soon become 
aware of it ...on his quota card. 

Inside advertising plays just as im- 
portant a role on the reminder list as 
the outside. No one would be inspired 








MODEL 
0 1400-WD 
ELECTRIC 






to buy the product if the display was 
half turned to the wall and covered 
with dust. 

Stocking the cooler, checking the 
dealer’s stock, and the carton displays, 
all executed in a brisk manner, do a 
great deal towards making a good im- 
pression. Finally comes the collection 
of empties, telling the dealer his 
needs, bringing in the new stock, col- 
lecting the money, and... thanking 


him. 


Coolers. 


WILL INCREASE SALES 
FOR YOU! 


Every day—every month—for over a quarter of a century... 

a QUIKOLD coolers have increased sales of bottled drinks! Invit- 
3 ing appearance, easy accessibility, just right cooling for 
thirst satisfaction offered by QUIKOLD units build steady sales 


oe all volume for both retailers and drink bottlers. Why not put 
QUIKOLD coolers to work increasing sales for you too? 


STANDARD OF QUALITY FOR OVER 26 YEARS! 


It pays to offer your outlets the 
very best—the pioneer, proven 
QUIKOLD line that’s engineered 


MAIL COUPON NOW FOR 
— COMPLETE DETAILS! 


~. right—priced right 
Choice of many 
models, ice and 
electric. 








- 


NAME 


CITY 


Gentlemen 
Without obligation please send complete information 
and prices on all QUIKOLD models. 


ADDRESS 
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THIS IS THE NAME 
























































THIS IS 
THE STORY 


« onsunit: demand is a short 
way of saying that people will 
buy a product because they 
recognize it. If they like it, they 
will repeat, provided the name 
is kept constantly before 

them through advertising. 

Nesbitt’s has consumer 
demand because it qualifies on 
both counts. It has been 
advertised in National Magazines 
and local markets for over a 
decade. It has repeat demand 
because it has the finest flavor 
of any bottled orange soft 
drink in America. 

Nesbitt’s national magazine 
advertising has made the name 
known in unfranchised territories 
as well as franchised territories. 

Nesbitt’s is distributed in 47 
states but there are a number 
of open territories. At your 
request our representative will 
be glad to visit your plant. 


4 
CALIFOR™ 


NESBITT FRUIT PRODUCTS, INC. 


2946 East 11th Street, 
Los Angeles 23, California 
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MARKETS are... 


Country's growing population and bigger demands for con- 


sumer goods of all kinds present a challenging opportunity 





by PAUL M. MAYER, Investment 
Counsellor, Ferris & Co., Washing- 
ton, D.C.* 


FAC vexers are people 


the ten vears between 1940 and 1950 


and during 


the population of the United States 
has been Increased by 20 million peo- 
ple buyers and users-‘of the voods 
and services that this country may 
produce. 

The decade just closed has seen the 
greatest strides made in population 
gains in a ten-year period since white 
men settled in this country. The 20 
million people who have been added to 
census rolls during the 1941-50 war 
and post-war period more than double 
the nearly 9 million increase during 
the years 1931-40, the era of the great 
depression. 

Population is determined primarily 
by two things, births and deaths. Im- 
migration, for many decades an ex- 
tremely important factor, is of less 
significance today. 

The bumper crop of 1941-50 babies, 
52,700,000 of them, was the principal 
reason back of the rising population 
figures. We can only conclude, com- 
paring this figure with the 24,300,000 
births in the 1931-40 period, that 
Cupid is listless when dollars are 


short. Down through history it is a 
well-known fact that war is a great 
ally of romance and marriage. The 
glamour of uniforms, the prospects of 
absence, the urgency of time, wipe out 
more deliberate consideration. Lohen- 
yrin’s march becomes the sweetest 
music to the boy going off to battle 
singing “The Girl I Left Behind 
MG kas 

Another important factor in the 
overall population figure is that the 
life span is increasing year by year 
better housing, control of water and 
food supplies, the wonder drugs, auto- 
matic heating, shorter working hours, 
and improved working conditions have 
all contributed to better health and 
a longer life. 

At the close of 1952 the population 
of the United States totaled 157,000, 
000. To feed, clothe, educate, employ, 
and entertain these people is’ the task 
confronting the 305,100 manufactur- 
ers, 210,000 wholesalers, 1,663,900 re- 
tailers, 390,600 construction busi- 
nesses, and 863,200 service organiza- 
tions throughout the country. How 
yreat the task is can be visualized by 
studying the census figures which di- 
vides this population into age groups, 
and by men and women. To the busi- 
nessman who has to plan ahead to 
remain in business, the key to what he 
will manufacture will only be found 
by knowing what the customer wants 
to buy before the customer knows he 
wants it. 

From the beginning of time men 
have been intrigued by the future, 
speculating on what lies just over the 


horizon. In the earlier civilizations 





*Members, New York Stock Exchange. Mr. 
Mayer was formerly general sales man- 
ager for Pepsi-Cola bottling companies in 
Chicago, Ill., and Washington, D. C. He 
was a major speaker at the A.B.C.B. con- 
vention in Washington, 1951. 
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PEOPLE! ... 


soothsayers held important positions 
in the courts of Egypt, Assyria, 
Greece, and Rome; and they practiced 
their art of unveiling the future with 


the aid of crystal balls, the stars, or 


magic numbers. 

Businessmen today are concerned 
with the future too, but they apply a 
scientific understanding of numbers 
and in this chart numbers are people. 
Businessmen have to plan for sales for 
five years or ten years ahead, and such 
planning concerns itself primarily with 
people. Where will they live? How 
many? What age groups? How many 
males and females? What will they 
buy? 

Buying habits set the pace for the 
manufacturer, and buying habits 
change as people change. The large 
market for bubble gum and soft drinks 
in 1950 will be larger still in 1960, 
by an increase of 3,300,000 in the five 
to nine age group according. to this 
estimate. The largest population group 
increase for 1960 is estimated to be in 
the 10-14 age classification with a 
jump in the decade of 5,500,000 reflect- 
ing the bumper crop of babies in the 
1941-50 period. 

The question teasing many a sales 
manager and manufacturer today is 
“what will this group buy?” Will the 
1950 young teenagers’ insatiable appe- 
tite for swing skirts and swing rec- 
ords, comics and copy books, baseballs, 
tennis rackets, and jangling bracelets 
be reflected in sales in 1960? As this 


group moves up the age ladder, how 





heavy a strain will they impose on 


schools, manufacturers, and employ- 
ment directors? Because of the sharp 
increase of demands they will make 
upon the economy, their needs will 
probably receive more attention from 
manufacturers than any other group 
except the big money spenders, the 
45-54ers. 

And this brings us to the most sig- 
nificant factor in the population pic- 
ture: as a nation, we are getting older. 
More people now are living to be in- 
cluded in the 45 to 65 and over group. 
And it is this group that offers the 
greatest challenge to the country. 

The division between the 40 above 
and 40 below points up the importance 
of the 45-54 and 55-64 group who are 
the heavy purchasers of the more ex- 
pensive homes, automobiles, clothing, 
and appliances; as well as the 65 and 
over group who, while the purchasing 
power is reduced and the wants are 
more simple, still offer themselves as 
a ready market for the products and 
services they can afford and that are 
necessary to their well-being. 

What will this older group want? 
Will they be influenced by the more 
relaxed, casual, and informal way of 
living they were accustomed to in the 
below 40 group? With less demands on 
their time, and more income at their 
disposal, will they be the market for 
higher priced vacations? Will they be 
the theatre goers, the opera patrons, 
the fur coat wearers? Will women in 
this group hold positions outside the 





Co0l Duinks EXTRA-FAST 
Keep thitt EXTRA-COLD 


utte:/.. VARIETEE 


Handles All 
Standard Bottles 
6-0z. through 12-o0z 


The COIN VENDOR with 
Stratified, Controlled Cold Air Flow 


Day in and day out, you can serve more drinks through the 
ATLAS VARIETEE Coin Vendor because — extra refrigeration 
capacity and an engineered cold air flow chill the drinks faster, 
making it possible for the Varietee to handle a greater volume 
of really cold drinks, even under the pressure of hot weather 
selling. The seven-channel vending rack design assures the 
customer of always getting the coldest bottle in the box. 


Construction is rust-proofed throughout, and the exterior 
is finished in Du Pont Hi-bake Enamel. A wide choice of 
colors is available. The vending rack holds 105 6-o0z. to 8-oz. 
bottles; pre-cool compartment approximately 60 of the same 
size bottles. Coin mechanisms and changers are available in 
many combinations which may be economically converted 
to other sales units in event of changing prices. 


Our twenty years of cooler and vendor manufacturing ex- 
perience assure you of a product in the Varietee that is engi- 
neered for long and economical service. Send the coupon 
below for complete information and prices now! 


CHOICE of Coin Mechanisms to Fit Your Market 


National Rejectors’ Electrically and Manually Operated 
coin mechanisms are available in eight combinations includ 
ing three changers and a wide range of odd penny sales units 
They offer a selection to fit any market. Changers and coin 
mechanisms are included in National’s nation-wide service 


program. 


a ATLAS METAL WORKS 


VENDOR DIV., P.O. BOX 5208, DALLAS, TEXAS 


MAIL Please send us complete information and prices of the Atlas 


THIS Varietee Coin Vendor. 
COUPON Name 


NOW for 
Complete Wieatae 
Information Address 
and Prices 
one State 


COIN MECHANISMS 
and CHANGERS 


COMBINATIONS 


Easily Converted to 
Meet Price Changes 
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Three simple 
delivery steps are 
illustrated above 
Customer moves 
selection from any 
one of seven vend 
ing channels, along 
end cross-channel 
to release gate 
which has been 
freed by operation 
of coin mechanism, 
and out at single 
delivery port. 
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home? Will they watch their shopping 
time as jealously as does the younger 
housewife with two or three young- 
sters ? 

And so, looking at the situation, the 
businessman of today can speculate on 
solving the problems ahead—for the 
successful businessman will have to 
anticipate the needs of these two ma- 
jor age groups whose thinking will 
set the pace for all the others. 

Population in the United States is 
increasing at the rate of slightly over 
7,000 a day and with examining how 
population was distributed among the 
48 states in 1940 and 1950, and where 
it is estimated, the increases will occur 
by 1960. 

Climate and work opportunities are, 
of course, the factors determining 
where people live, and work, and buy. 
However, the concentration of popu- 
lation that results from the desire to 
work in a favorable climate can cause 
distribution problems. Key population 
areas in the United States are the 
Northeast, South Central and South- 
west. The spreadout population centers 





Always Uniform 
When You Use... 


Union Acid Proof 
Caramel Color 










\ Brilliancy 


_— Stability 


For full information write 
our Service Department 


Union Sales Corporation 


Distributor for 


Union Starch & Refining Co. 
COLUMBUS, IND. 


are a challenge to businessmen who 
not only must transport their goods to 
the highly populated areas, but also 
must ship to the more sparsely settled 
ones. 

Today, California, Texas, Illinois, 
Ohio, Pennsylvania and New York 
have the largest populations, and by 
1960 these States will still be ahead. 
In the 1960 estimates, Florida and 
California show large gains in popu- 
lation. One of the obvious reasons for 
the rapid growth in these two States 
is the climate, which appeals to older 
groups who have reached retirement 
age. 

As our population continues to 
grow, more and more people are at- 
tracted to urban living. That farm pro- 
duction has continued to rise is due 
primarily to the increased productivity 
of the individual farmer. The man 
with the tractor outproduces the man 
with the hoe. 

Probably the most important factor 
to consider is that total consumers 


will grow faster than the labor force, 
which is no consolation to employment 








It's the real McCoy! 


Kids love SUN SPOT. Grown-ups love 
SUN SPOT! America loves SUN SPOT! 
SUN SPOT SELLS 


Find out why SUN SPOT bottlers are our best adver- 
tisement. For complete details write to: 


SUN SPOT COMPANY OF AMERICA 
1500 RIDGELY ST., BALTIMORE 30, MD. 


directors who have had to live with a 
highly competitive labor market for 
many years. It is estimated that by 
1960, 63.4% of the population will 
have to produce the food, clothes, 
housing and services for the entire 
population. 

To take advantage of all possibili- 
ties, it will be necessary to: 

1. Advise, educate and stimulate 
every member of your sales force. 

2. Advertise—plan well ahead! 

3. Merchandise—Provide point-of- 
sale aids. The need for ingenious and 
effective point-of-sale material is 
greater than ever. 

4. Sample — where possible, facili- 
tate the sampling of your product. 

5. Motivate Use incentives and 
contests with your own men, and your 
distributor’s with their permission. 

And remember that business is a 
sensitive thing it goes where it is 
invited; stays where it is cared for, 
and grows where it is cultivated. 
Sources: U. S. Bureau of Census; Na- 

tional Office of Vital Statistics ; 


Department of Justice; Dun & 
Bradstreet, Inc. 





Dr. Pepper and General Mills 
Join In Regional Promotion 


A new tie-in promotion, jointly 
sponsored by General Mills and the 
Dr. Pepper Company, is now under- 
way in North and South Carolina and 
adjacent sections of Georgia and Ten- 
nessee. 

General Mills has designed a special 
package for its Red Band flour calling 
consumer attention to a Dr. Pepper 
coupon enclosed in each five and ten- 
pound sack. Each coupon is exchange- 
able for a free six-bottle carton of Dr. 
Pepper with each carton purchased. 

Dr. Pepper bottlers participating in 
the three-week promotion are located 
in: Greensboro, Asheville, Charlotte, 
Clinton, Durham, Parkton, Winston- 
Salem, Kinston, Raleigh, Wilson, 
Washington, Wilmington and Lourin- 
burg, North Carolina; Charleston, 
Columbia, Greenville and Sumter, 
South Carolina; Augusta, Athens and 
Gainsville, Georgia; and Johnson City, 


Tenn. 
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What Makes A Strong 


State Association? 


Tu answer is simple enough, according to 
George Culley, executive secretary of the California- 
Nevada Manufacturers of Carbonated Beverages, 
one of the strongest and most progressive bottlers’ 
organizations in the country. 


While there have serious defections in 
membership in many bottlers’ groups over the past 


several years, the California-Nevada association 


been 


has been maintaining an amazingly high percentage 
of potential bottler membership. In fact, Culley 
predicts that “we will have a membership percentage 
of no less than 95° by the end of the year.” (It’s 
better than 90°% currently.) 


Culley’s answer to the problem of developing virile 
bottlers’ organizations, boiled down to essentials, is 
simply that a bottlers’ association must help its 
members; then, it must keep the membership con- 
tinuously posted of its accomplishments. The latter 
part of this program, Culley contends, is neces- 
sarily a “personal contact” job—it cannot be suc- 
cessfully handled through the mails. 


that: 
point to 


By accomplishments, Culley means just 
“Accomplishments are things you can 
which actually save the bottlers money, or help 
build their sales.’”” And when it comes to accom- 
plishments, Culley insists that the California-Nevada 
group “need not take a back seat to any bottler’s 


organization.” Following are some of the recent 
major accomplishments of the California-Nevada 


association: 


1. Initiated a Health & Welfare Plan. “The 
mass purchasing power of the Association enables 
our members, their employees and dependents to 
participate in group insurance at a much lower 
cost than on an individual company or personal 
basis,” Culley points out. “This means a substan- 


tial saving to our participating members.” 


2. Introduced a bill in the California Legisla- 
ture to permit product identification by area, 
thus eliminating the necessity of sorting out the 
so-called “foreign” bottles. ‘‘The Bill was passed, 
and our members are saved many thousands of 


dollars each year,” Culley notes. 


3. Vigorously opposed a bill that was intro- 
duced in the California Legislature, which pro- 
“The Bill 


was defeated,” Culley comments, “‘thus saving 


posed greatly increased truck taxes. 
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CUTTING COSTS EVERY DAY 


IN LARGE PLANTS, SMALL PLANTS 


8-WIDE washer, close coupled to RCA 


Uncaser and Washer-Loader 


16-WIDE washer, *transverse-fed from 
RCA Uncaser and Washer-Loader 


24-WIDE washer with straight-feed RCA 


Uncaser and Washer-Loader Installation 


32-WIDE washer operation (duplexed 16- 
wide washers) fed by one RCA Uncaser. 





BEVERAGE EQUIPMENT SECTION 


RADIO CORPORATION 
of AMERICA 


ENGINEERING PRODUCTS BEPARTMENT. CAMDEN. N./ 


" 
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RCA 


Uncaser and Washer-Loader 
for Speeds of 80 BPM to 500 BPM 


In plants of all sizes, the RCA 
Uncaser and Washer-Loader ts at 


work every day—increasing bot- 


tling-line efficiency —increasing 


bottling-line production. 
At speeds ot 80 to SOO bottles 


per minute—on eight-wide lines 


) 


to 42-wide lines—in installations 


in 166 plants the RCA Uncaser 
and Washer-Loader has proved 
it can deliver these big extra 


prone advantage s 


Handles 6-to !2-or. bottles 

Unloads bottles from cases or cartons 
Unloads bottles from cartons in cases 
Feeds bottles to washer automatically 
Feeds cases to conveyor line 

Unioads new bottles from shipping trays 
Cuts losses due to bottle breakage 
Cuts back-breaking manual work 


Releases 


employees for better-liked jobs 


Loot INTO THE BIG ADVAN. 


LAGI of the RCA Ul!neaser and 


Loader. It's built to fie 


your washer—it's built to fit your 


| 


bottling plant it built to help 


you squeeze more prone out oft 


every bottle. FOR INFORMATION 


MAIL COUPON NOW 


RCA Beverage Equipment, Dept. 81R 
Building 15-7, Camden, N. J. 
In Canada: RCA VICTOR Company Limited, Montreal 


Please send me information on the 
RCA Uncaser and Washer-Loader. 


Name Title 
Company 


Address 





City ae Zone State 
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our members a substantial increase in their tax 
bills.”’ 


4. Organized a campaign to combat prejudiced 
propaganda, which has proven quite successful. 
“The actual saving to each individual bottler, 

resulting from any one of the forgoing, amounted 
to many times the amount of annual association 
Culley declares. “Therefore, it was not dif- 
ficult to sit down with a non-member and convince 


” 


dues, 


him that the Association merited his support.” 

But Culley insists that it’s not enough for an as- 
sociation to do a job; an association must continu- 
ously sell its accomplishments to its membership. 
“Believe me,” Culley says, “being able to make 
periodic personal calls makes a whale of a difference. 
It’s far better than soliciting members by mail or 
special bulletins.” 

Culley further insists that an association must 
not rest on past accomplishments. It must, he says, 
always look for new ways and devices to help its 
members. For example, Culley notes that “we have 
recently introduced a bill to permit the sale of bot- 
tled soft drinks in barber shops.” 

This is the general format—-the methods used by 
California could well be adopted by some of the 
other associations whose very existence is threat- 


ened at this moment. 


A DIFFERENT “MONROE” CALENDAR 
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Whether or not movie star Marilyn Monroe is at home on 
the range, she certainly is at home on calendars, espe- 
cially one that has achieved national reputation. Now. in 
different garb, she contributes considerable pictorial ap- 
peal to the new Mission Calendar, now on display in 
stores and offices throughout the country. Posing in west- 
ern garb against a backdrop of orange groves and moun- 
tains, Marilyn provides the typical Hollywood accent to a 
typically California setting. The popularity of this calendar 
is evidenced by the fact that Mission Orange Bottlers pur- 
chased and distributed over 100,000 of them around the 
first of this year. 
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Sweet Salute To Soft Drinks 


Bors DRINKS take a bow as an important energy- 
restorer in a new promotional message being printed 
on the back panels of C and H Cane Sugar five 
and ten pound paper bags. Titled “Another ENERGY 
BREAK Idea”, theme of the message is the value 
of a quick break in the day’s occupation to restore 
flagging energies with a soft drink. Sugar-contain- 
ing foods are a scientifically recognized source of 


enether tmtaay PRtAK idea 


orn 





20 MILLION MESSAGES 


Vice-President in charge of production, W. H. Stephens, 
R. I. Herndon, General Sales Manager and T. M. Norton, 
Advertising Manager of C and H. inspect first ten pound 
paper bag of C and H Cane Sugar to carry the “Salute 
to Industry” message on reverse panel, as it comes off the 
production line at Crockett, California, plant. Nearly 20 
million will be distributed. 
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THE ANSWER TO HIGH OVERHEAD 


Its performance in over 300 plants proves conclusively ~ compact. 
that the Miller Hydro Case and Carton Packer is the 


hardest-working, least-complaining and most profitable 


1. Easily installed 
2. Capacity up to 340 BPM. 


piece of “equipment” developed since the bottle washer. 3 Positively foolproof 
You pay no operator’s salary—pack splits and pints—half or 
full-depth cases as well as 6 or 12 bottle cartons of wood, 


paper or plastic. Think of the savings you'll realize over a 


4. Ends drudgery of case 


packing forever. 


DRO CO.) 


Cainbuage. Georgia 
wesy COAST sqm MULWERM CO. van yaumersco 


acomcscmrarive 


period of years! 





Let Us Send You Complete Information Today! 


M ! OTTLE WASHERS @ MILLER HYDRO @ 
Manupacturns of wiLitR es  MILLER-KEMDALL MIKERS (‘QQ 


LER HYDRO co TABLES ee 
CASE anil us WILLER HYDRO ACCUMULATOR 
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Since 1913 
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Gaylord’s Patented Board stands up under rough treatment G AY LO be D "Ss 


and stays good-looking longer. Gaylord’s experience in producing 


millions of beverage carriers proves this. FIB Pp EBOA aa D 
*“‘Built-in’’ whiteness — this assures eye-appealing attractiveness, 

hip after trip. BEVERAGE 
Simplified 2-piece construction gives the carrier backbone. 

The center handle and bottom are all of one piece; !ess man-hours C A R R i E R Ss 


and fewer staples are needed in assembly. 








For complete information, contact the Gaylord Sales 
Office listed in the yellow pages of your phone book 
under “Boxes (Gaylord).” 


GAYLORD CONTAINER CORPORATION 
General Offices: SAINT LOUIS 
Sales Offices: COAST-TO-COAST 
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quick energy for the human body and this colorfully 
illustrated panel sells this story graphically to the 
homemaker. 


The C and H program of utilizing the valuable 
space on the back panels of their cane sugar bags 
to carry homemaking hints and recipes has met with 
enthusiastic response since it was inaugurated just 
about a year ago. Housewives appreciate getting 
these new ideas every time they purchase their 
C & H Sugar and look forward to each new series 
issued. High readership of this salute to the soft 
drink industry is thus assured. 


Nearly 20 million of these bags carrying this 
important story on the need for frequent “Energy 
Breaks”’ in our daily life and the value of soft drinks 
in filling this need will be distributed all over the 
West and Midwest. Soft drink producers will reap 
benefits from this promotion of a continuing kind 
as homemakers become sold on this idea. 


162 Suppliers Signed For Exposition 


One hundred and sixty-two bottlers’ supply firms 
have already reserved space at the International 
Soft Drink Industry Exposition to be held in Chi- 
cago, November 9-12. The annual exposition will 
be held at the Chicago International Amphitheatre, 
in conjunction with the 35th annual meeting of 
A.B.C.B. 


Mission Adds 14 New Franchises 


Fourteen new Mission franchises were recently 
awarded, the parent Mission Dry Corp., Los Ange- 
les, has reported. The new Mission bottlers are: 


Coca-Cola Bottling Companies of San Rafael and 
Santa Rosa, Calif.; Grapette Bottling Co., Largo, 
Fla.; McAllister Bros. Bottling Co., Marcelline, Mo.; 
Massolt Bottling Co., Minneapolis, Minn.; Bob’s 
Beverage Co., Springfield, Ill.; Enterprise Bottling 
Co., La Salle, Ill.; Pepsi-Cola Bottling Co., Carroll, 
Iowa; Wonder Bottling Co., Ferndale, Mich.; Arctic 
Spring Bottling Co., Bangor, Maine; and also the 
following individuals who are organizing Mission 
Orange Bottling Companies in their respective com- 
munities: Frank Iarossio, Albany, N. Y.; James 
O. Mackey, Walla Walla, Wash.; Alfred Freniere, 
Magog, Quebec, Canada; and Joseph La Rose, St. 
Hyacinthe, Quebec, Canada. 


In addition to the above, Mission franchises have 
been negotiated with newly-organized companies in 
Yokahama, Japan, and Singapore, Malaya. A large 
plant to bottle Mission beverages exclusively has 
been completed and equipped in Yokahama, and a 
new modern plant is now under construction in 
Singapore and will be completed and in operation 


by June 1. 
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How To Beat The Special Tax Idea 


New Jersey bottlers use a model 


letter to scotch a newspaper pro- 


posal for a tax on bottled soft drinks 


F icutNnc a tax proposal is no new 
thing for the soft drink industry. As 
the cost of maintaining State govern- 
ments has increased, the task of suc- 
cessfully sidetracking the ‘bills has 
become increasingly difficult. 

But even more important is the need 
for promptly destroying the suggestion 
for such a special tax, whatever the 
source. New Jersey bottlers came up 
against this sort of thing two months 
ago, and by their alertness and prompt 
action in correcting fallacies in the 
recommendation advanced editorially 
by a New Brunswick newspaper, were 
able to obtain a full reversal of atti- 
tude before any damage could result. 

The big fuss started with the publi- 
cation of this editorial in the “Daily 
Home News”, April 9: 

“Adoption at Trenton of Gov. Alfred 
E. Driscoll’s ‘tight’ budget brought 
comment from some legislators that 
new tax sources will have to be found 
in the future. As adopted, the $220,000,- 
000 budget should leave the state with 
a $700,000 surplus in June of 1954. 
Which is not much. 

“One Assemblyman pointed out that 
the type of taxes the state depends 
upon would be seriously affected by 
any business depression. The chief 
source of state revenues, motor vehi- 
cle, liquor, cigarette and race track 
sources, would mostly dry up in time 
of depression. 

“New Jersey’s resistance to income 
and sales taxes is historic. And this 
policy of long standing should not be 
lightly departed from. 

“In preparing a long-range policy, 
the state should examine entirely new 
possible sources of tax revenue. One 
such new source might be a tax on 
soft drinks. Consumption of soft 
drinks is almost universal. Soft drinks 
can scarcely be said to have real food 
value. They are a luxury. And while 


they are not deleterious to the extent 


that hard drinks are, still most pedia- 
tricians warn that they have a harmful 
effect upon the teeth of growing chil- 
dren. 

“Tt is unlikely that a soft drink tax 
would work a hardship on anyone, and 
it is extremely likely that such a tax 
could produce sizable revenues for the 
state treasury.” 

The State association, the New Jer 
sey Bottlers of Carbonated Beverages, 
quickly swung into action, enlisting 
the aid of local business and civic 
groups, and presented the soft drink 
industry’s position in a forthright, fac- 
tual manner in a conference with the 
newspaper’s staff. The bottlers’ case 
was also presented in written form, 
which was published in its entirety 
on the newspaper’s editorial page on 
April 15. 

Secause N.B.G. feels that this letter 
of rebuttal is a model of its kind, and 
will be useful to bottlers in other 
States where a similar situation may 


arise, we publish it in full: 


SOFT DRINK TAX 
IDEA IS SCORED 
To the Editor: 

“The writer was rather disturbed 
with the text of an editorial which 
appeared in the Thursday issue of The 
Daily Home News, entitled ‘New 
Revenue Sources For State Treasury.’ 

“Part of this editorial had to do 
with the suggestion that search be 
made for entirely new sources of tax 
revenue, and that one such source 
might be a tax on soft drinks. Then 
you say——‘Soft Drinks can scarcely be 
said to have real food value. They are 
a luxury.’ The Food and Drug Divi- 
sion, of the United States Department 
of Agriculture, has long since classi- 
fied soft drinks as being a food prod- 
uct. As far as being a luxury is con- 
cerned perhaps the best rebuttal we 


can offer is to quote the late President 


Roosevelt who said ‘Soft drinks 


have a definite place in our American 
economy.’ 

“You further state that although 
soft drinks are not deleterious to the 
extent hard drinks are, still most 
pediatricians warn that they have 
harmful effect upon the teeth of grow- 
ing children. The writer has read 
many papers prepared by medical and 
dental’ authorities on dental caries. 


Never has he read a paper where it 


ONE PINT SAVES 


UP TO 480 POUNDS 


OF SUGAR! 


Figure for yourself .. . 


this important economy in case 
cost! . . . And remember, 
"SWEET-ER" is not a sugar 
substitute, or a sweetening 
agent—it is a sugar fortifier. 





NO SACCHARIN OR OTHER 
PROHIBITED INGREDIENTS USED! 


was stated, as a fact, that soft drinks 
have a harmful effect upon the teeth 
of growing children, or on adult teeth, 
either. However, when they discuss 
dental caries, and their causes, they 
always refer to a theory. Sometimes 
it is the Miller theory—again the aci- 
dogenic theory, or some other theory. 
So, if it is theory, and if it is one 
theory among many, then the question 
still remains as to whether there is 


scientific justification for presenting 











viet ER SAVES UP TO 9 





SWEET-ER will save you substantially in the high cost of sugar. When you 
mix one pint of "SWEET-ER" with cane or beet sugar syrup, you get an 
added sweetness equivalent to almost 5 bags of sugar! 

You can do this, like many bottlers have already found out, without loss 
of production time ... WITHOUT SACRIFICE IN TASTE AND IN QUALITY! 

SWEET-ER is a fully tested* and proven product, now being widely used 
in the food industries with uniform dependable results! 


Only $6.00 a pint .. . Write, wire or ‘phone! 





“Ve Sweet-er Company 


SUBSIDIARY OF PLYMOUTH EXTRACT CO., INC. 
104-19 Roosevelt Avenue, Corona 68, N. Y. 
Phone: NE wton 9-4788 
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*Sweete ning power 


of SWEET-ER attested (test num- 


her 46715) dated April 14, 1952 by U.S. Testing Co., Ine., 
Copy upon request. 





simplified coin mechanism . . . 


NEW! REVOLUTIONARY! 


The Only Really New Advance in Bottle Venders in 10 Years! 


100% FLAVOR CONTROL! 


General Vending's amazing new Bevmart and Vendmor models enable 
you to dispense any number of flavors from | to 10! The only venders 
with CHANGEABLE control over flavor sales! Popular rack-type with 
no troublesome blower fan motors .. . 
quick cooling. Takes all size bottles from 6 to 12 oz. without adjustment. 
Every advanced feature for better, more profitable bottle vending! 


LOWEST COST VENDERS ON THE MARKET! 


VENDING MACHINE CORP. 
CHICAGO 


G E N E R A L PHILADELPHIA 


FOR COMPLETE DETAILS WRITE: 
3338 CHIPPENDALE AVE., PHILA. 36, PA. 


it as fact, as you have done in your 
article. 

“Dental caries are a problem. But 
the solution of the problem is quite 
another matter. It is one for which the 
ages of medical study have not yet 
found the complete and ready answer. 

“The dental profession over the past 
several years has developed a certain 
school of thought which charges the 
carbohydrates in the diet are a cause 
of dental caries. The medical profes- 
sion and a large part of the dental 
profession will take exception to this 
theory. Since carbohydrates create the 
energy necessary for the support of 
human life, a serious depletion of 
carbohydrates from the diet would re- 
sult in a condition far more serious 
than dental caries. 

“In contradiction to the sugar-caries 
theory, it has been pointed out that 
even clean teeth decay and that decay 


or cavity formation is at a point other 


than where bacterial plaques have de- 
veloped——also that if sugar is the main 
cause of caries, why do certain teeth 


in the same mouth remain free of 


decay while other teeth become af- 


"FLAVOR CONTROL" 
(Potent Pending) 


fected. For example, the oral condition 
created by a substance which is 100 
per cent sugar would vary consider- 
ably from that caused by one contain- 
ing 10 per cent or less of sugar such 
as a soft drink. Tests indicate that, 
of all sugar-containing items com- 
monly consumed, those in liquid form 
are least likely to promote a condition 
favorable to caries. 

“Your article further states that it 
is unlikely that a soft drink tax would 
work a hardship on anyone, and it is 
extremely likely that such a tax could 
produce sizable revenues for the state 
treasury. 

“The so-called—‘one cent per bottle 
soft drink tax’ had its inception in the 
state of South Carolina in 1925. In one 
year, operation under this tax situa- 
tion, more than 40 per cent of the soft 
drink plants were forced out of busi- 
ness. It took 16 years—-from 1925 to 
1941—-to bring back the sales volume 
enjoyed by the South Carolina plants 
at the time the soft drink tax be- 
came law. 

“In 1935 the State of Kentucky 


passed a soft drink tax law. The tax 
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5 STAR Half Lime and Lemon has that 
fruity zip and tang that pleases and re- 
fresnes every customer. Make this test. . 

write for generous free sample and you'l! 
discover why 5 STAR Half Lime and Lemon 


oll j y s} ; can mean more profits for you! 
| A TASTE A real hit = every- 














| TEMPTER! | water 


where! Send for free 


WATER samples. 











BOTTLERS SUPPLY CO. 


3359 St. Clair Ave., Cleveland 14, O. 
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had such a terrific effect on the sales a loss in volume sales. On the other 

that after a seven month trial hand, merchandise sold across the state 
Governor Chandler called a special ses- border line, which were not taxable, 
sion of the Legislature and recom- showed a very substantial increase in 


mended the law be repealed. During sales volume. 


that seven month period sales dropped “Since 1925 a soft drink tax has 
between 30 and 35 per cent. been introduced in practically every 

“The State of Pennsylvania had a state in the Union. In many states it 
soft drink tax for three years. The has been introduced from five to 15 
experience was indeed a devastating times. From 1925 to 1952, approxi- 


one. As soon as additional tax sources mately, 400 attempts have been made 
could be found the soft drink tax was to saddle the various states with a 
soft drink tax. With the exception of 
South Carolina, Kentucky, West Vir- 
per cent. ginia and Pennsylvania, no other state 
has adopted this soft drink tax. 


repealed. During that three year 


period sales dropped as much as 40 


“The last state to adopt a soft drink 
tax was West Virginia. West Virginia 
is now approaching its second year fore you the experience encountered 
by the states where the soft drink tax 


“The writer has tried to spread be- 


with this tax. The falling off in sales, 
in that period, has reached the 40 per 
cent mark. The Governor has told the will agree with the writer when he 


has been imposed. We feel sure you 


soft drink manufacturers that as soon says the statement in your article 

as additional tax sources are found the ‘it is unlikely that a soft drink tax 
tax will be repealed. would work a hardship on anyone’—-is 
“The border line bottlers in South 


Pennsylvania, New Jersey Bottlers of 


not borne out by the facts.’ 
Carolina, 
West Virginia had quite a unique ex- 
Merchandise sold in their 


Kentucky, 
Carbonated Beverage, 
PHILIP MILLER, 


own states, which were taxable, showed Vice President. 


perience. 








to 5 gallons. 
water every few minutes and discharges contamination, 
makes its own rinse pressure; saves water. Completely 
welded, no castings, no breakage. 


NIAGARA BOstLE WASHER MFG. CO. 


225-27 FIRST STREET 


partment; 


Bottle washing problems differ. That’s why NIAGARAS 
. . with over 20 years of specialized 


There's 


are “custom-made” 


experience in bottle-washing requirements. .. . 


a satisfied NIAGARA customer near you! 


© Available in several capacities and sizes. 


Expertly designed and engineered. Can handle any size from 4 oz. 
No jets to clog, solution renovator filters solution 


Two com- 





TOLEDO 5, OHIO 
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| SWITCHED 10 Sq@user” 


Says Mary Jane Stover, Port Huron, Mich 


Because .. “My housework 
is not nearly so uring with 
Squirt around for an 
occasional pick-up... it’s 














so refreshing 






Write for 
Franchise 
Information 
THE SQUIRT 
COMPANY §: 





CHECK SQUIRT SALES... AND YOU 
WILL SWITCH TO SQUIRT TOO 





202 South Hamilton Drive, Beverly Hills, California 


COPYRIGHT 1983, THE SQUIRT COMPANY 
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Six Basic 


Make the Most of Sales Opportunities . . . 


Selling Steps... 








& xoanmnc the distribution of soft drinks, and 
subsequently developing the volume at the outlets, 
is primarily a matter of never overlooking any 
opportunity to do a selling job. The promotional 
approach to permanent types of outlets like stores, 
markets, ballparks, ete., is different from that 
which must be employed for transient sales spots 
like fairs, special civic or community affairs, parades 
and the like. The one constant is people—if there 
are enough of them in one spot at a given time to 
merit attention, that is a good opportunity for sales. 

Under the sales-sensitive handling of Manager 
Vincent Kelly, Pepsi-Cola Bottling Co., Teterboro, 
N. J. (a parent company-owned operation) is doing 
a good job of making the most of its opportunities, 
as these pictures will illustrate. 







Any outlet that can take them is encouraged to use carton 
racks. The Teterboro salesmen are placing an average of 
125 racks monthly and racking up a good volume of 
“plus” business. 





A back-to-back privilege installation and a door decal 
help to sell Pepsi from one of the 90 vending machines 
which have been placed on location in gas stations in the 
Teterboro area since the first of the year. Outdoor custom 
privilege signs are being placed throughout the territory, 
on highways and main traffic arteries, at the rate of 
150 monthly. 


The company arranged a sampling of its product and 
display of cold bottle equipment at a meeting of a local 
oil company. Many new users were developed and 22 
vending machines and 15 picnic coolers were sold. On 
another occasion, a Home Show which drew 150,000 
people, the company dispensed its products and sold 
18 vending machines, 9 electric coolers and 15 more 
picnic coolers. 



























Teterboro’s chain outlets are showing 21% sales increase 
this year. Part of the credit goes to displays like this end- 
of-aisle rack at a local supermarket. 
















County fairs are serviced by temporary stands; kept fully 
stocked by special deliveries. 



















One of the special events accounts which are helping 
Teterboro raise its sales each year is a popular skating 
rink which has over 1,000 customers nightly. Nearly fifty 
per cent buy the product at each skating session. 
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what's corn doing 
breaking thru the 
sound barrier? 


CORN PERFORMS VITAL FUNCTIONS...IN MANY UNEXPECTED PLACES 


The aluminum alloy in the fuselage of a supersonic jet ...and the 
steel-molybdenum in its armor... use a derivative 

of corn in their manufacture. Specialized corn starches are used in 
refining and extracting these metals from their ores. This is but one of 
the numerous examples of how basic research in corn helps 

American industry . .. helps you. 


CORN PRODUCTS IN SOFT DRINKS 


For the bottling industry Corn Products Refining Company supplies 
highest quality dextrose and corn syrups. . . recommended 
ingredients for various bottling formulas. 


We offer quality in volume supply unexcelled in the field. Complete 
technical service is available without cost or obligation. If you have a 
production problem why not check with Corn Products. We welcome 
your specific technical inquiries. 


CORN PRODUCTS REFINING COMPANY, 17 Battery Place, New York 4, N. Y. 





Manufacturers of 


CERELOSE’ 
brand dextrose 


PURITOSE® 
brand corn syrup 


GLOBE” 
brand corn syrup 





1,200 Attend 
Warehouse Opening 


4 wren. boosting its sales 16°; in 1952, Country 
Club Soda Co. of Springfield, Mass. is training its 
sights for a new record for 1953. The phenomenal 
growth of Country Club’s business in 1952 now 
necessitates an elaborate expansion program, which 
called for the opening of a new and larger warehouse 
in Pittsfield as the first step. This move was neces- 
sary to adequately handle the increased volume of 
business in the Berkshire County area. 

To inaugurate the opening of their new waere- 
house at 3 Harris Street, Pittsfield, Mass.—a special 
“Open House” party was celebrated on March 23 
and 24. 1200 dealers and business associates at- 
tended. A buffet lunch, beer and cocktails were 
served each day from 2 P.M. to 9 P.M. 





OPEN HOUSE 


o % to celebrate the inauguration of new warehouse 
facilities for Country Club (of Springfield) in Pittsfield. 





The new warehouse is equipped with all modern 
facilities for the efficient handling of beverages. The 
refrigerator now will hold 500 half-barrels of beer. 
Storage space is available for 15,000 cases of 
beverages. 

Representatives from the leading distilleries and 
Ruppert Brewery and city and state officials were 
in attendance. 

The Country Club Soda Co. employs 175 people, 
of which 45 are on the sales force to represent the 
soda, beer and liquor departments. These salesmen 
are under the supervision of Paul Fitzgerald, Liquor 
Department; Fred Taylor, Beer and Ale; Walter D. 
Eagan, Beverage Department. 

The “Open House” party celebration was con- 
ducted under the supervision of H. T. Riley, Adver- 
tising Manager and Director of Public Relations. 

The Pittsfield Warehouse operation is under the 
direction of Ed O’Connell, Sales Manager who super- 
vises the following salesmen: Dick Cuenin, AI 
Fraval, Milton Kronick, “Don” Merrill and Sam 
Rubin. 
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Maine Bottlers Watch 
Deposit Pennies 


BS xecumunte in increasing deposit levels continue 
to be made by bottlers all over the country. Too 
many are timid both in their approach to the prob- 
lem and its solution (the amount of the increase), 
and as a result, fail to correct the condition. 

To some Maine bottiers, however, this serious 
problem evoked a determined and vigorous counter- 
move which gives every promise of being fully 
successful. Old Scotch Co., Augusta, changed de- 


— 


posits April 13 on 7 oz. bottles from $1.00 (far above 
industry averages) to $1.25, broken down to 5c per 
bottle and 5c for the shell. Working the change by 
routes, the entire marketing area was converted in 
two weeks. The change was accomplished by simply 
informing dealers of the increase, effective with the 
next delivery. All future returns were on the new 
$1.25 basis. Drivers pasted a sticker on the coolers, 
or back bar (see illustration) which informed con- 
sumers of the change and which placed the respon- 
sibility for it on the bottler. 

The change-over was made at a time of the year 
when dealer stocks are generally low, to minimize 
the cost of refunding at the new rates, bottles 
charged out at the old deposit rates. “Dealer re- 
sistance has been negligible,”” Earl Goodwin, presi- 
dent of Old Scotch Co., reported, “but it is still too 
early to predict consumer reaction, if any.” 





DEPOSIT 


ON ALL 
OLD SCOTCH SMALL 
AND ORANGE CRUSH 
BOTTLES 


NOW 


FIVE CENTS 














This change was a reflection of a similar one in 
Waterville, where English Club Beverages, bottling 
Moxie, Squirt and Whistle, and the Elm City Bot- 
tling Co., put all their split bottles on a 5¢ deposit 
basis late in March. 

“Our dealers responded very nicely, with only a 
few ‘wait and see’ among them,” Geo. M. Mitchell of 
English Club told N.B.G., ‘“‘and what the outcome 
will be we don’t know. But we are certain when 
our season ends we will either have glass in our 
shells, or deposit money to show for the empty 
shells.” 

Bottlers in both cities and in the surrounding 
territory are watching this deposit change with in- 


tense interest, as might be expected. 





Thirsty Season Ahead 







Youngsters everywhere are 
reaching for delicious NuGrape Soda. 
After hard play, they know there’s 


a real treat in store with NuGrape. 


For this big summer season, 






NuGrape has a big advertising and 






merchandising program that’s 






tied in directly with the sale of 






NuGrape Soda. Designed to build 






greater sales than ever before, 






it’s just one of the forward steps 






of NuGrape that means bigger 






profits for NuGrape Bottlers. 






Why don’t you investigate 






NuGrape today? 







ree 








BEFORE YOU ORDER 
BOTTLE OPENERS 


Check SCOVILL'S prices! 


.You’re in for a pleasant surprise when you 
do! While these are among the lowest-priced 
openers on the market, they are well-made 
convenience items on which you'd be glad to 
have your name appear. 












NO. 115 CHIP-NOT OPENER 
Location of nibs reduces 
danger of chippage 
evenunder heavy stress 
or strain. Available let- 
tered or unlettered in 
copper or nickel finishes. 


NO. 111 AND NO. 112 HEAVY- 
DUTY OPENERS. Provide excel- 
lent strength plus ample space 
for your advertising message. 
No.11lisatwonib and No.112 
a three nib opener. Both are 
available lettered or unlettered 
in copper or nickel finishes. 


Give- -aways that help build sales 


Write today for descriptive literature and 
samples of these and any other openers in 
which you are interested. You'll be amazed 
at the prices we quote and the prompt de- 
livery. Scovill Manufacturing Company, 
z 59 Mill St., Waterbury 20, Connecticut. 


J-32 


c (] V i [ [sees Producers 
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Canada Dry Promotes 
Quart Cola In Cartons 


@ anova DRY is introducing a new idea in the cola 
field, aiming to create a whole new area of demand. 
As expressed by Wilbur M. 
“Cola is the most widely consumed 


Collins, vice president, 
the idea is this: 
flavor in the beverage field. Any product consumed 
in quantity needs a large economy size for conveni- 
ence and to save refrigerator space. We plan to fill 
that need with a Budget-Pak carton of 


28-o0z. bottles of Spur Cola.” 


new two 
The two-bottle carton, a deluxe unit, is equivalent 
“This should have 


basis of con- 


to eight or nine small bottles. 
a strong appeal to consumers on the 
lighter weight, fewer bottles, and compact- 
” Mr. “We plan to 


promote it along just these lines.” 


venience, 
ness of package, Collins said. 

Canada Dry has set up a special advertising fund 
for the Spur Budget-Pak, with national advertising 
Home 


magazines 


Good Housekeeping, Ladies’ 
other 


Local newspapers will also 


appearing in 


Journal and_ several women’s 


throughout the summer. 


be used, on a selective but considerably stepped-up 


schedule. In addition, a complete new line of dis- 


prepared, promoting the 


theme. 


play material has been 


“Save time, space, money” 


NEW “BUDGET-PAK”. 





Canada Dry’s Budget-Pak of two 28-oz. bottles of Spur 
Cola will soon hit the market with strong advertising 
support. 











Efficiency of Hypochlorites in killing 
a red yeast causing beverage spoilage 
P.p.m, 200 pacers 


Chlorine 
Required 














Time in Min. we Wy ee 15) 
” oes O. Bactericide 











Users and Tests Show 


OAKITE BACTERICIDE 
Fastest Germ-Killer 


Users tell us that Oakite Bactericide is the fastest germ- 
killer they've ever tried. Tests show the same thing. For 
example, in two separate tests on yeast, Oakite Bactericide 
did a better bacteria-killing job faster than other germicidal 
agents. See chart. This is due to its low alkaline pH which 
makes possible instant release of available chlorine. 


In addition, patented Oakite Bactericide provides these 


important advantages: 


Dissolves completely without excessive stirring — 


no gritty residues 


Effective in cold or hot water 


Free rinsing—leaves no white alkaline deposits on 


equipment 


Works well in hard water areas 


Ask your nearby Oakite Technical Service Representative 
for a Bactericide demonstration in your plant. No obliga- 
tion. Oakite Products, Inc., 20C Rector Street, New 
York 6, N. Y. 


eyatize? INDUSTRIAL Clean 


OAKITE 


\c 


METHODS ° 


Technical Service Representatives in Principal Cities of U.S. & Canada 
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LOADING DOCKS... 


At the Materials Handling Show: 


New Time and Labor-Saving Units 


- Anthony Co., Streator, Ill., bowed a 4,000 lb. capacity lift gate (a freight elevator on the 
back of a truck) designed to handle pallets. Unit features a hydraulic control system 
which uses a single cylinder to lift, lower and power close gate. A “Safetymatic’” control 
stops gate instantly should operator for any reason remove his hand from control lever. 


Completely automatic loading platform between truck 
floor and loading dock was previewed by Field Engineer- 
ing Company, Jamestown, N. Y. A leveling ramp auto- 
matically stops the unit when the platform is in the same 
ievel plane as the truck floor and bridges the gap be- 
tween. Its principal advantage is that it operates without 
hand switches, thus saving labor and time. 





June, 1953 





A Hi-Lo Dockboard that ad- 


justs itself automatically to the 
truck bed without power was 
exhibited by Dockboards, Inc., 


Milwaukee, Wisc. The truck, 
as it is backed into the dock, 
presses the extended operat- 
ing lever as shown in the il- 
lustration, thus lowering the 
dockboard to the truck bed. 





“LOREEN, KARE RENE PP 


New hydraulically-operated loading ramp for transfer oi 
materials from loading docks to trucks was displayed by 
Rotary Lift Company, Memphis. Tenn. This ramp supplies 
automatic adjustment to truck beds of varying heights. 
It compensates 4-ways for out-of-level variances and 
spring deflections during loading or unloading. Control 
switch can be located in any convenient place. 





Moon, efficient materials handling methods and 
machinery—-many of which are applicable and cur- 
rently being used in the soft drink field——-were 
exhibited before some 25,000 representatives of 
industry at the Fifth Annual Materials Handling 
Exposition, May 18-22, in Philadelphia. 


Aimed at eliminating unnecessary handling, and 
to doing unavoidable handling by mechanical means 
rather than by manual labor, the equipment on dis- 
play included fork-lift trucks, pallets, conveying 
systems, hand trucks, loading docks, and_ hoists. 
Accompanying photos (Pgs. 69-73) show many of 
the units currently being used, or that could be em- 
ployed advantageously, by soft drink bottlers to help 
pare handling costs and speed up handling opera- 
tions. 


According to many plant engineers and produc- 
tion experts, materials handling is now recognized 
as industry’s primary science for cutting costs and 
increasing production. More than 25 per cent of 
the average American factory’s payroll, it is esti- 
mated, is spent Just for picking things up, moving 


them, and setting them down again 


Loomis 


WEAK. 


Wry HOCK 


A completely manually operated self-contained loading 
dock, having both vertical and horizontal adjustment, was 
presented by Loomis Machine Co., Clare, Mich. Unit can 
easily be installed in front of present dock, or can be 
recessed in dock area. It compensates for variation be- 
tween truck and dock heights by vertical adjustment, in 
sures true carrier approach by horizonta! adjustment. 
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HERMAN 


BOTTLERS’ 


BODIES 


for ‘53 


PALLET & DECK BODIES 
THAT WILL DELIVER 

MORE FOR YOU AT A 
GREATER PROFIT! 


¢ More Route Calls—Faster... 
¢ More Merchandise Per Trip. . . 


« More Driver Comfort Thru Ease of 
Operation... 


¢ That’s HERMAN’S Offer for '53 


And, Herman Bottler Bodies are built to 
last... Heavier gages at all stress points 
and rust resistant protective underskin 
featured on all models enable Herman 
to give maximum service at lowest cost. 
Along with these features of economy 
and long life, you get matchless styling 
and practical design in beautiful Herman 
"Rolling Billboards” * that advertise the 
goodness they carry. 


. ‘Rolling Billboard” is a copyrighted name 


THE “5S WIDE” DECK BODY 


(or "4 WIDE’’) 
STANDARD OF THE BOTTLING INDUSTRY! 


Skeleton case slides and separators reduce weight and 
eliminate cleaning problems and make this the 
EASIEST LOADING AND UNLOADING DECK BODY 
EVER BUILT. Strong steps-—-tough fenders—stout 
bumpers complete this well integrated unit. 


‘PHONE or WRITE TODAY for COMPLETE 


HERMAN BODY COMPANY 


Manufacturing Plants: ELIZABETH, NEW JERSEY * ST. LOUIS, MISSOURI 










THE “LOW-BOY” PALLET BODY 


RUNNING BOARD LOADING HEIGHT accomplished by a 
simple drop frame construction—standard with Herman 
Engineers for a generation. 


All-welded high tensile steel construction—corrosion re- 
sistant. Mounts on any make chassis. 


SPECIAL DECK INSERTS ARE AVAILABLE FOR THE 
“TRANSITION PERIOD”. 








THE "STRAIGHT FRAME” PALLET BODY 


Has special reinforcing against lift truck damage. Smooth 
floor and divider clearance promotes most efficient LOAD- 
ING and UNLOADING. All-welded high tensile steel con- 
struction—corrosion resistant. Mounts on any make chassis. 
Compartment separators and roof are optional equipment. 


DECK BODIES 





THE "LOW-BOY” DECK BODY... 


. also features RUNNING BOARD LOADING HEIGHT. 
5 case wide skeleton type deck body lower by more than 
a case than the Standard '"'5 Wide”, featuring drop frame 
construction. ONLY 71% INCHES TO THE 6TH DECK 
WITH SMALL BOTTLES—66 INCHES TO THE 5TH DECK 
WITH LARGE BOTTLES. 





INFORMATION 


SALES OFFICE 


4414 CLAYTON AVENUE 
ST. LOUIS 10, MO. 


FRanklin 5300 


rw} inp, 
| 








FORK-LIFT TRUCKS... 





A new 1500-pound capacity fork lift truck designed to 
provide maximum maneuverability, ease of maintenance 
and operator convenience was debuted by the Baker- 
Raulang Co., Cleveland, O. The new Baker truck is cap- 
able of stacking 36-inch loads in a six foot aisle. And, 
despite its short overall length, the unit has exceptional 
stability due to a low center of gravity. The new truck 
also features Baker's patented trailing axle which allows 
it to “step over” uneven surfaces and floor obstructions 
and allows short, easy turns. 








Two new fork iift trucks in capacities of 3.000 and 4,000 
pounds were shown by Hyster Co., Portland, Ore. Out- 
standing features are said to be their extreme compact- 
ness, durability and maneuverability. Both trucks (4,000- 
lb. unit shown above) have a sharp turning radius of 75 
inches and 30 inches of free lift on standard 9-foot up- 
rights. 
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BUT ONLY YALE GAS TRUCKS 
~ HAVE FLUID DRIVE 
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An electric lift truck with 214-inch masts was exhibited 4 | : : \sn0708a 
by Yale & Towne Mfg. Co., Philadelphia, Pa. Developed i ; ¢ ee = i 2 


primarily to permit maximum use of warehouse capacity, . ; : ran ‘ i i 
it operates with ease in narrow aisles. Another important rl 2 ; , Se / ~ & 
feature is Yale’s patented fully articulated dual caster i 4 7 oy 0 <a * 


wheel supported on two tapered roller bearings. Differ- 
ential action permits quick reversal of direction without 
excessive tire scuffing. Standard models are available 
in either 2000 or 3000 pound capacity. 








Smooth, trouble-free Fluid Drive gives you 3 to 8 times 
longer clutch life...saves costly, work-stopping 
clutch repair and too-frequent replacement. 


Less down time is just one of the big advantages of Yale-exclu- 
sive Fluid Drive. You get continuous, stall-free operation... 
smoother stops and starts to protect your load as well as your 
operator 

Other Yale Gas Truck features...many of them exclusive... aes, y 
include rugged 65 HP Industrial Engine—safer, surer Automo- 47: ) 

tive-type Brakes—Shockless Steering —Hypoid Gears. SA THIS COUPON TODAY ) ere oe 
Yes, YALE Trucks and attachments \ead in money-saving effi- 
ciency ... cut costs as much as 75% in industries everywhere. 
And, every Truck YALE makes... Gas, Electric, Diesel, LP-Gas 
or Gas-Electric . . . is subject to rigid Quality-Control checks at 
every stage of manufacture. 


*% 
“The Fork Truck of the Future’, an experimental model 
still in the development stage, was unveiled by Clark 


Equipment Company. Among the features of the experi- 


mental truck are a fully-automatic drive, a streamlined MATERIALS HANDLING EQUIPMENT 


body and lighter frame, adjustable automotive-type seat, 
counter-balanced hood and greater accessibility for main- *Registered trade mark 


d repai k. » ° . 
ee ee ee ee Gas, Electric, Diesel Lift Trucks * Worksavers « Hand Trucks * Hand and Electric Hoists Pul-Lifts 








The Manufacturing Co., Dept. 566 
Roosevelt Blvd. and Haldeman Ave., Phila, 15, Pa. 


[-] Please send my free copy of Picture Story of 


Company 





Name — ———— Tithe. 


Street____ City Stote 


In Canada write The Yale & Towne Mfg. Co., 
St. Catharines, Ontario, Canada 


| 
| 
| 
| 
| 
| 
| 
| 
| 
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| Yale Materials Handling Equipment. 
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FORK LIFT TRUCKS ... 





The “Dynamotive,” first gas-powered industrial truck with 
electric transmission, was introduced by Automotic Trans- 
portation Co., Chicago. Truck features electric, infinite step 
transmission, eliminating need for torque converters, 
clutch, overdrive mechanisms, and gear shifting, thereby 
slashing “down time” associated with ordinary gas trucks. 








Towmetor Corp., Cleveland, O., introduced Power Steering 
for its line of fork lift trucks. This newest Towmotor devel- 
opment offers essentially the same advaniages gained 
by the addition of power steering to passenger cars. For 
example, a full turn of the wheels from sharp right to 
sharp left can be made in 5 seconds with steering effort 


reduced 80%. 





PALLET... 





A new pallet, assembled without a single fastener, was 
debuted by Econoweld Corp., Dayton, O. Hardwood deck- 
boards are held in a welded steel retaining frame, and 
the deckboards can be removed and replaced—by hand 
or with small hand tools—in a few seconds. Bottom boards 
are secured individually by “Nest Grips’ —heavy-gauge 
steel containers welded to the tubular skid runners. 








An electric fork truck specifically designed for the soft 
drink industry was shown by Lewis-Shepard, Watertown, 
Mass. Important feature of this unit is the 9 forward tilt 
of the mast which permits the loading and unloading of 
“A” frame delivery trucks. With this special tilt device, 
palletized cases can now be safely and quickly handled. 
Unit has a rated capacity of up to 2000 lbs. 








Py ABRASIVE PROOF 


Protects all outer surfaces of carrier. 


PROTECTED CLEANING SURFACE 


Can be cleaned repeatedly without 
damage to exterior surfaces. Cleans 
easily with wet cloth and detergent. 


BEAUTIFIES 


Smooth... Glossy... Clean... 
Enhances appearance of printed 
carrier. 


ABLE 
—/ DUR 


Sturdy... Economical... Makes 
more trips. 


HAND TRUCKS ... 





Magline, Inc., Pinconning, Mich. (left) exhibited hand 
truck manufactured entirely of magnesium. Weighing only 
19 lbs., the truck is rated to handle loads of 450 lbs. and 
more. Fairbanks Co., N. Y. C. (right) showed new combi- 
nation hand truck and step ladder. Unit functions as a 
hand truck, with curved crossbars and a solid nose plate, 
and handles boxes, cartons, cases, etc. And, as a step 
ladder, it has many applications. 
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for SOFT DRINKS <s 
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River Raisin soft drink cases are RUGGED! 
They give maximum trippage—more 
RETURNS for your money. Satisfied cus- 
tomers are the strongest case for River 


Raisin soft drink cases. River Raisin experts 


can solve all your container problems. 








RIVER RAISIN PAPER COMPANY 





Monroe, Michigan 






CORRUGATED AND SOLID FIBRE SHIPPING CONTAINERS 
PACKING MATERIALS « FIBRE BOARDS +» CORRUGATING STRAW 


ONE CALL FOR ALL— DIMENSIONAL DISPLAYS 
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24 BOTTLE TAKE-HOME 
BEVERAGE CARRIER 


FEATURES—1. Packs 24 bottles, either loose or four 6- 
bottle carriers, with carrier adjusted to fit your size bottle. 
2. Standard colors—white and yellow. 3. Hand-holes on 
both ends and in strut for easy handling. 4. Easy to as- 
semble; only 2-piece construction. Use any standard arm 
stitcher. 5. Smooth bottom safeguards all upholstery, car- 
peting or tile floors. 6. Weatherproof solid fibre permits 
cleaning soiled places with damp cloth or sponge. 


CONVEYORS... 





The Oliver Corporation, A. B. Farquhar Division, York, Pa., 
showed its versatile Expand-O-Veyor. Unit is ideal for 
loading and unloading trucks where one end is fixed to a 
conveyor line and the extendable boom is lengthened and 
shortened as the truck becomes full or empty. A portable, 
power driven, belt conveyor, it's made in two sizes. Larger 
unit measures 15 feet in length when fully retracted, and 
25 feet completely extended. A smaller model has an 11 
to 18 foot range. 









LS Aluminum Conveyor 


Increased load capacity and handy belt pitch adjustment 
are features of an aluminum belt conveyor exhibited by 
The Rapids-Standard Company, Inc., Grand Rapids, Mich. 
Lightweight unit is manufactured in 10 and 16-inch widths 
and five lengths from 11 to 21 feet. Each model is perfectly 
balanced on free-rolling running gear so one man can 
easily roll it around the plant or warehouse. The Ruff-top 
belt will elevate most materials at inclines up to 30-plus 
degrees. 








New design of straight portable base for supporting 
straight sections of conveyor in lines where extreme porta- 
bility and vertical adjustment is required was offered by 
Standard Conveyor Co., North St. Paul, Minn. Support is 
adjustable in length at the center tie to accommodate 
varying length sections from 5 to 10 feet. It comes in 
three sizes, providing vertical adjustment to give conveyor 
elevations from 18”-28” or from 24"-40” or from 30”-52’ 
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SOAKER-TYPE 


BOTTLE WASHER 


For CLEANER BOTTLES at LOWER COST 


The Standard “’D & L” Bottle Washer gives you faster, 
more efficient service at a remarkably low operat- 
ing cost. Rugged construction, and mechanically 
simple design, helps eliminate costly upkeep and 
provides unparalleled dependability. The “D & L” 
is designed to eliminate scratching, chipping and 
abuse of bottles. Above all, a “D & L” in your plant 
will make an attractive installation. Plan on a 
"D & L” Bottle Washer . . . the wise choice of expe- 
rienced bottlers everywhere. 


“D&L” JOB-PROVEN WASHERS 
Protect your Product and Reputation 


DOSTAL & LOWEY COMPANY 


MENOMONEE FALLS WISCONSIN 





OES A BETTER JOB 


& 


AT A 





OWER COST 





AUTOMATIC UNLOADER 
Efficient, Effective — Filler can be 
placed on either side. 





SWIVEL CAUSTIC HEADER 
Swings out for accessibility — Rinse 
Headers easily pulled out. 





DRIVING MECHANISM 
Smooth running — totally enclosed. 
Variable speed control. 











A 


ELECTRONIC 
SALESMAKER 


An “electronic 
salesman” to push 
slow moving items 
and promote 
“specials” has 
been developed 
by Mohawk Busi- 
ness Machines 
Corp., 47 West St., 
Message wavanten? N. Y. C. Unit, the 

< Message - Re- 
ae - dele wa peater, delivers up 
to two-minutes of 
recorded sales 
pitch. It is small 
enough to fit be- 
hind a counter or 
showcase display. 





CONVERSION TOOL _f 


New development of 
Tri-Clover Machine 
Co., Kenosha, Wisc., 
is a “Super Speed” 
Conversion Tool. It’s 
designed for fast, 
simple conversion of 
bevel seat sanitary 
fittings and unions 
to close-fitting leak- 
tight gasket seat 
joints to be used with 
regular ‘“take-down” 
lines or for “cleaned- 
in-place” piping 





















ALL-PURPOSE CRUSHER 


Disposal of waste bottles is no longer a problem with 
the Gruendler All-Purpose Crusher shown above with 
simple hoist arrangement direct to crusher. Many com- 
binations of Crusher-Pulverizer and Feeder Arrange- 
ments are available for varying operative needs. Man- 
ufactured by the Gruendler Crusher & Pulverizer Co., 
2921 No. Market St., St. Louis, Mo. 
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Franchises Offered On 
""Lo-Cal" Dietetic Drink Line 


Franchises for a line of dietetic drinks that re- 
portedly have been successfully marketed for three 
years are now available in five popular flavors from 
the Lo-Cal Sales Co., 371 East 160 St., New York 
56, N. Y. 

Trade-named “Lo-Cal’’, the product is sugar-free 
and non-fattening. It is marketed in a 16-ounce, 
no-deposit bottle, and company officials state it has 
proved a high all-year-round seller. 


Cloister Labs In New Home 


Cloister Laboratories, Inc., recently moved into 
new quarters at 612 N. Orleans St., Chicago 10, II. 

The new location has twice the facilities of the 
former one and, according to company officials, 
“reflects a growing demand for our new and im- 
proved A-1 Cola Base Concentrate.” 


New Ad Medium Offers 
Many Promotion Opportunities 


A new advertising medium, the “Sport Seat’, is 
said to offer a large number of promotional oppor- 
tunities. 

The unit is a portable, collapsible seat constructed 
of lightweight corrugated fibreboard, and is de- 
signed to carry large-size, color advertising imprints 
on the outer side of the backrest (see photo). It 
has a protective seat cushion made of 3-ply layers 
of fiber board. A handgrip is punched through the 
backrest for carrying the contraption, which folds 
flat when not in use, 

The seat can be used at all types of athletic events, 
circuses, carnivals, open air theatres, race tracks, 
fairs and public gatherings generally. In addition, 
its shape also enables the device to be used as a hood 
for protection to the user against rain, sleet and 
other elements under conditions of emergency. 

Inexpensively priced, the unit is obtainable from 
Sport Seat, 609 Fourth Ave. South, Dept. GAZ, 
Columbus, Miss. Literature and other data avail- 
able on request. 


The “Sport Seat” offers 
bottlers an opportunity 
for large-size, color ad- 
vertising at all types of 
sports events and public 
gatherings. It's portable 
and collapsible, and 
opened or collapsed, the 
ad message remains an 

prominent. Though rela- ca 

tively inexpensive, it may nay? * ‘ane, f 

K . al! “> ZA 

be used several times p p 
with proper care. Many 
Dr. Pepper bottlers are 
already employing the 
unique promotional 
medium. 
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Top Flavors in Any Cooler 


Whether it’s Strawberry, Orange, Lemon or Lime . . . Grape, 
Cream Soda, or any one of the many other SunCrest flavors, you'll 


find them tops in purity . . . tops in popularity. 


SunCrest quality flavors and the colorful SunCrest bottle 
are a hard-selling combination that means extra volume and profits 


for SunCrest bottlers 


Investigate SunCrest franchise openings today! 
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Five words tell the story... 
Laurens Longlife bottles 


Last longer! 


aurens 
onglife 


BOTTLES 







LAURENS 


DURABLE 
UNITFORM 
COLORFUL 
BOTTLES 





WORKS 
LAURENS, SOUTH CAROLINA 







Ad-Bearing Garments For Plant 
Personnel Also Make Good Premiums 


Ad- bearing shirts, sweaters and jackets for 
routemen and other plant personnel are available 
from the Stylecraft Manufacturing Co., 717 Svyea- 
more St., Cincinnati 2, Ohio. Designed to make every 
company employee a human advertising medium, 
the ad-bearing garments also are suggested as 
attractive premiums or contest prizes—especially to 
the youth market. 

The firm also produces change aprons for distri- 
bution to dealers and their store personnel. These 
aprons, embossed with product trade-mark, are said 
to be effective advertising reminders at the point- 
of-sale. 

A catalog containing further information and 
price lists is available on request. 


Atlanta Paper Co. Reports Earnings 


Operations of Atlanta Paper Company for the 
fiscal year ended December 31, 1952, show total 
sales of $18,430,000 as compared with $19,932,000 
in 1951. This decline was caused principally by a 
drop in government orders of over $1,500,000. Lower 
selling prices for waste and miscellaneous items 
were offset by more extensive sales coverage and 
effort on other products. 

A net profit of $446,000 after an income tax 
reserve of $364,000 was realized in 1952 compared 
to a net profit of $566,000 after an income tax 
reserve of $685,000 in 1951. 








DURABILITY SOUGHT IN HIRES SIGNS 


Over a long span of time the policy of The Charles E. Hires 
Company has remained unaltered in providing outdoor 
signs that have great wear and weather resistive quali- 
ties. Hires couples great product appeal and long life in 
the wide variety of signs furnished for its outlets. It is 
recognized that the cost of placing sings today is of great- 
er concern and the sign itself—both from arn appeal and 
wear standpoint—must have the ability to produce high 
volume sales and spread its cost over at least five years. 
Studies have revealed that this has effected great econ- 
omy, that sign expense has depreciated slowly for Hires’ 
own plant operations, as well as for its many bottlers. 
methods and materials are constantly checked. Shown in 
the photograph—left to right, John R. Minten, Hires Adver- 
tising Manager, discussing production with Paul Etzkorn, 
Vice-President of Press Sign Co. of St. Louis, where a great 
many of Hires outstanding signs have been made. 
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Cholorphyll Soft Drink Now Available 


A chlorophyll soft drink that will be offered to 
bottlers on a franchise basis has been perfected by 
K. Ross, of Ross Laboratories, 4212 Lee Road, 
Cleveland 28, Ohio. Mr. Ross, a well-known beverage 
chemist servicing the soft drink industry since 
1927, also recently announced the development of 
a foam retarder. 


~ 


Trade-named “Chloro-Chaser”’, the new chloro- 
phyll soft drink is lemon-flavored and has an “eye- 
appealing” greenish color. Hundreds of millions of 
dollars are being spent annually on chlorophyll- 
containing products (gum, tooth paste, etc.), so the 
beverage should have a ready market, Mr. Ross 
reasons. 

The amount of chlorophyll in a 7-ounce bottle of 
“Chloro-Chaser” is 2.25 milligrams the same 
amount contained in one chiclet of chlorophyll 
chewing gum. In addition, each bottle of the product 
is further fortified with 333 units of Vitamin B-1, 
the minimum daily requirement. Yet, Mr. Ross adds, 
it can be marketed competitively with other soft 
drink flavors. 

A finished bottle of the product, along with com- 
plete information, are offered to interested bottlers. 


Geo. M. O'Neil In New Quarters 


George M. O’Neil Co., Inc., representatives for 
manufacturers of various bottlers’ supplies and 
equipment, has announced the removal of its offices 
to Pershing Square Building, 271 North Ave., New 
Rochelle, N. Y. 








PALEVATOR FOR MATERIALS HANDLING 


An easily portable unit that makes possible the moving 
of heavy loads in close quarters and the utilization of 
unitized loads from departure to destination is the 
“Palevator.” It is said to save storage space, insure 
speedy loading with less manpower and reduce over- 
all loading expenses. Exclusive, patented system of 
rollers allows movement in any direction, prevents 
damage to floors even under extreme loads. Available 
in two sizes (6,000 and 2,500-lb. capacities), it's made 
by Brown-Line Corp., 341 N. Foothill Rd., Beverly 
Hills, Calif. 





most profitable 





DELIVERY EQUIPMENT FOR BOTTLERS 





Figure on the basis of cost per year—cost per mile—cost per body— 
or cost per upkeep. Anyway you figure it, Zephyrs prove the 
most profitable bodies in the fleet. 


Zephyr Bodies cost less because they last longer and cost less to operate. 


The sooner you get Zephyrs the sooner they will make money for you. 


Zephyrs are all steel—all electrically welded—Specialty engi- 
neered to cut body weight and cut cost. Body weight is reduced 
from 500 to 1000 Ibs., which means savings on gas, 


oil, tires and maintenance. 


Ask the bottler who has Zephyrs. He'll tell you they're the most profitable 


delivery equipment you can buy. 





ZEPHYR 


BODIES 





ONLY ZEPHYRS 
OFFERS THESE 
ADVANTAGES 


All Steel 
» 


Electrically Welded 
° 


Lighter Weight 
* 
Sliding Doors 
° 
The exact size, model 
and arrangement for 
your specific requirements 
cy 


Patented Rack or Rack Pallet 


designs with advanced features 


of economy and safety 
* 


Consult Specialty on 
your requirements 


SPECIALTY ENGINEERING CO. 


Torresdale & Pennypack St: 
Philadelphia 36, Pennsylvonia 
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Schaefer Long Stem Bottle Brushes 
— No. 131-BN 

Made of White or Black Du Pont 
Nylon, heavy, stiff, springy, for either 
machine or hand use, with wide wings 
and heavy tufts. Sizes for half-pinc, 
pe. quart, half-gallon, and gallon 
ottles. 


EU HAEFER BRUSHES 

















Schaefer 5-Gallon Bottle Brush 
— No. 133-B 


A practical hand brush for effectively 
cleaning 5-gallon bottles. Made in 
White Du Pont Nylon, Black Nylon, 
or Black Bristle mixture on a 1/4” 
steel rod. 4-1/2" diameter brush. 30” 
long overall. 


is 


Schaefer Revolving Hand Bottle 
Brush — No. 134-B 

Handy brush in Black Du Pont Nylon 
that provides machine-like action for 
efficient hand washing. In sizes for 
half-pint, pint, quart and half-gallon 
bottles. 





Schaefer Shaped Revolving Brushes 
for Outside Bottle Washing 


Two-piece, trimmed to exact bottle 
shape, these brushes are easier to in- 
stall in your machine. They ciean 
beter, laste longer. Available for 
standard bottles or custom-designed 
for special shapes. 





Schaefer Filling Machine Brushes 

— No. 117-A 

Designed for convenient handling and 

easy cleaning, with 5-1/2” brush and 
handle. Brush available in best 

selected fibre, Black Du Pont Nylon 

or fine brass wire. 
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Your Brush Dollar Buys 
MORE PERFORMANCE in 


‘ss 





Co 


BOTTLE” BRUSHES 









@ Records of hundreds of bottling 
plants prove that any Schaefer Brush 
gives you more performance per dol- 
lar — on any cleaning task in the 
plant. For each Schaefer Brush is de- 
signed for the specific job to be done 
and built to clean better, last longer, 
and protect your product and your 
equipment. It’s easy to prove. Just 
order SCHAEFER brushes for one of 
your operations and compare the 


service, 














Schaefer Wobble 
Type Bottle Brush 


In White or Black Ny- 

lon, this brush is preci- 
sion made for new per- 
formance standards in 
boule washing. Bristle is 
carefully gauged, weighed 

and measured to exact bot- 
tle proportions. It cleans bet- 
ter, lasts longer, and doesn’t 
choke the bottle neck. Secured 
in rustproof wire. In diameters 
from 2-5/8” to 4-1/2", 


A Better Investment 
in Plant Sanitation... 


There’s a Schaefer Brush for every 
cleaning operation in your plant, bot- 
tle washing, equipment sanitation, 
floor and plant maintenance. They’re 
all built to highest performance 
standards to increase your plant 
efficiency and save money on brush 
investment. 


BUY SCHAEFER BRUSH 
---8T’S SAFER MFG. COMPANY 


117 WEST WALKER STREET, MILWAUKEE 4, WISCONSIN 


Specialists In Brewery Brushes Since 1910 





New Filter Bulletin 


Its new cylinder-type disk filter (Model ECD), 
which incorporates a new principle of double clos- 
ure to insure a positive seal, is described in a new 
bulletin published by Ertel Engineering Corp., 
Kingston, N. Y. 

The new unit has filtering elements that are 


independently tightened to provide positive seal. 


For this reason it is possible to use various types 
of filter medias. After the filtering elements have 
been sealed, the outer cylinder, which is inde- 
pendent from the filtering unit, is easily closed. 

The filters are arranged to make reloading and 
cleaning as simple as possible. By removing the head 
and the cylinder the entire unit is exposed. 

Ertel also produces an EU Model filter, and 
literature also is available on this equipment. 


New Booklet On Tackers 


A newly published, 24-page, 2-color booklet, avail- 
able from the A. L. Hansen Mfg. Co., 5056 Ravens- 
wood Ave., Chicago 40, Ill, displays and describes 
the tackers, taplers, and staples produced by the 
firm. A feature is a table of staple sizes, with 
specified mode. Each page is complete. with staple 
sizes illustrated at bottom of page. 


Orr & Sembower Develop 
New Voriflow Gas Burner 


A new “Voriflow” gas burner, of pre-mix design, 
has been developed by Orr & Sembower, Inc., for 
gas-firing its Powermaster packaged automatic 
boilers. 

For details write Orr & Sembower, Inc., Morgan- 
town Road Reading, Pa. for a copy of Bulletin 1218. 








we 
DYNEL-RAYON UNIFORM OFFERS ECONOMIES 


A new Dynel-rayon uniform, worn above by a Pepsi- 
Cola delivery salesman, wears better, lasts longer and 
costs about one-third less than standard worsted uni- 
forms. according to Jeff Goldstein, Inc., manufacturer. 
Dynel, Union Carbide’s new textile fiber, adds high 
strength, wrinkle resistance. shape and crease reten- 
tion to the uniform fabric. 
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CARRIES BOTTLES TO 
BASEMENT... 


A gravity driven bottle dis- 
penser designed to deposit 
bottles in a basement con- 
tainer without breakage has 
been developed by Nor- 
Lake, Inc., Hudson, Wisc. 
Available in single and 
double chute models, unit 
accommodates bottles of all 
standard sizes, speeding 
them to a basement con- 
tainer and handling up to 
55 bottles per minute. It 
holds up to 40 cases of bot- 
tles, and its design elimi- 
nates possibility of break- 
age. Easily mounted drain- 
board receptacles with 
stainless-steel flanges and ough ee Nan : 
sturdy, flexible pcm are a | 
provided. Installation is ‘ 
simple. 








New Hand Truck Line 


A complete line of hand trucks is now available 
from Automatic Bending Co., Harvey, Illinois. 
Among the features of this line are electric steel 
frames, reinforced base plate beam, and a patented 
“E-Z Climbs,” which eliminates skidding and drag- 
ging loads up and down curbs and stairways. 

Literature describing this line of hand trucks is 
available on request. 


Diversey Purchases Hawaiian Plant 

The Diversey Corporation, Chicago, has purchased 
the Kills "Em Chemical Company, Limited, of Hon- 
olulu, Hawaii, it has been announced by H. W. 
Kochs, Chairman. The new subsidiary is engaged 
primarily in the manufacturing of disinfectants 
and insecticides in the Hawaiian Islands. 

Diversey is a leading producer of sanitation 


chemicals and insecticides. 








wEll- GROOMED 











UNIQUE PROMOTION FOR SAMPLING ... 


A clever promotion, which may be easily adapted by 
soft drink bottlers, has been prepared by Shelton Mfg. 
Co., 591 Ferry St., Newark, N. J., for one of their clients. 
It consists of a sample product securely packaged in 
a “custom-made” shipping container. Sales message 
is imprinted on the inside of the package, and there's 
also a reply card. It’s apparently useful for sampling 
and opening new accounts. 
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IMMEDIATELY AVAILABLE! 
COUMARIN REPLACEMENT 


IMMEDIATE PROBLEM: 


Doubt has been cast on the safe use of coumarin in foods . . . manufacturers have 
withdrawn the sale of coumarin .. . this leads to the immediate difficulty of re- 


placing coumarin as an economical vanilla flavoring agent. 


IMMEDIATE ANSWER: 
NEUTONE FLAVOR SYNERGISTIC COMPOUND is imme 


diately available . . . an economical vanilla flavoring agent. NEUTONE contributes 


a natural flavor effect reminiscent of fine cured vanilla beans. 


NEUTONE IS EVEN MORE RESISTANT TO HIGH TEMPERATURES 
than coumarin. The flavor strength is approximately the same ... in a flavor for- 
mula calling for !4 oz. of coumarin and | oz. of Vanillin, the coumarin would be 
replaced with 14 fluid ounce of NEUTONE. The cost of NEUTONE is approximately 


the same as coumarin. 








FREE SAMPLE 


Send for literature and a free sample of NEUTONE 











FLAVOR CORPORATION OF AMERICA 


3037 North Clark Street 
Chicago 14, Illinois 


tUIUN 




























To make your brand their first choice 
BOTTLERS JUICES 


USE EXCHANGE 


These quality citrus juice bases give your beverages 
the superior natural flavor and fragrance of fresh 
California oranges and lemons. 


That’s because Exchange Bottlers Orange and 
Lemon bases are made by the Sunkist Growers out of 
choice, juicy citrus fruit grown in the world-famous 
Sunkist groves of California. 


Sunkist Growers 


PRODUCTS DEPARTMENT ¢ ONTARIO, CALIF 

400 West Madison Street, Chicago 6, Illinois 

99 Hudson Street, New York 13, N. Y. 
318 Cadiz Street, Dallas 2, Texas 





Exchange beverage bases are prepared to the strict- 
est laboratory specifications. This combination of supe- 
rior fruit and exacting preparation gives you greater 
stability, increased uniformity, extended shelf-life and 
fresh, more natural fruit flavor. 


For full information about these popular, money- 
making bases, write any of the offices listed below: 


ites 


BOTTLERS 
JUICES 






TOBEY ALUMINUM HANDLING TRUCKS IMPROVED 


Tobey Mfg. Corp., 1221 El Segundo Blvd., El Eegundo, 
Calif., has improved its line of aluminum lightweight 
materials handling trucks. New units incorporate cast 
aluminum rounded corners instead of sharp, square 
corners which often damage doorways, equipment or 
other materials. The trucks are available in capacities 
up to 6,000 pounds. Unit pictured is 24” x 48”, but 
weighs only 57 pounds and has a capacity of 2.000 lbs. 





Clark Bows New Pallet Trucks 


New Powrworker pallet trucks are being intro- 
duced by the Clark Equipment Co., Battle Creek, 
Mich. The new models are electric battery-powered, 
with a capacity rating up to 6,000 lbs. Units can be 
supplied with pallet forks to handle any size pallet, 
either single or double faced. 





Light of weight and compact in length, and width, these 
Clark Powrworker trucks provide maximum utility for 
operation in narrow aisles and over low capacity floors. 





The Powrworker reportedly is the shortest pallet 
truck capable of carrying a double-tray battery, and 
is said to assure maximum service with great utility 
in congested operating quarters. 
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~/v- BEVERAGE CASE TRUCK 


WITH 10°' RUBBER TIRES 


Perfect Salance 


Light Weight 
Durable 


Check these features and 





Tau 

(me HANDLE 

au THESE F ses, 
a 


Lf (cameo cross ) 
you will see why M/W GE] pieces 


Case Trucks have been 
accepted as the stand- 


Cay 
\ WELDED 

BALL \ F 
BEARING | — 
ard for the bottling in- NWMEELS | ( 


dustry. Bic! \ | F.. oll 


10x 2:75 S AXLE 
Priced from 


817-95 
phuatable 
Prom Your Supplien 


RUBBER 
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Manufactured by Model 21 


Nocllenbrock & Wilke 


WASHINGTON, MO. 


LOOK: r\ | 





START BOTTLING 


Cash in on this 
popular sure profit, “9 
year ‘round beverage ) 


KAYO...the leader ° 
in Chocolate Drinks for 
over 25 years 


CHOCOLATE PRODUCTS con 


415 WEST SCOTT STREET, CHICAGO 10, ILLINOIS 





TRIAL GALLON ¢ 


OF BOTTLING SYRUP 


Bottle it—taste it—test it and you will discover why MarBert 
is a great Cola. Send dollar to: MarBert Products, Inc., 
19 E. Lombard St., Baltimore 2, Md. 


(Offer is good in U. S. and Canada only.) Syrup is available for testing 


only, MarBert is regularly sold as concentrate 


You.Can’t Buy a Better Concentrate Than 


MarBert Cota 
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BEVERAGE PRICES... 
(Continued from page 10) 





FLORIDA 


From Tallahassee east and south—-which includes 
and St. Peters- 
burg selling for 96c except Coca- 
Cola, at 80c. The 


Lakeland, where Coca-Cola is selling for 85e. 


the major cities of Miami, Tampa, 
all drinks are 
which is still lone exception is 
From 


Tallahassee west all drinks are selling for 80c. 


GEORGIA 


Cities 68 0z. I0-120z. Quarts 
Atlanta | .60-2.00 
Augusta 1.60—2.00 
Macon ‘ ; 1.60 
Columbus i F .80 
Savannah d ; d F 1.60 
LaGrange 1.60—2.00 
West Point ; : f i |.60—2.00 
Valdosta ; ‘ F ; 1.60 


Albany 





IOWA 


Cities 6-8 07. 
Sioux City .8B0-— .96 
Dubuque 80-1 .20 
Cedar Rapids .80- .96 
Des Moines .96—1.20 
Davenport .80-—1.20 
Council Bluffs 80- .96 .80- .96 
Burlington .80 .80-— .96 
Waterloo .96—1.20 1.20 


10-12 oz. 


80- .96 
.80-1.20 
.80-1.20 
.96-2.40 
1.20-2.40 


Quarts 


1.30-1.85 
1.30—1.85 
1.40—1.85 
1.45—1.85 
1.30-—1.85 
1.10-1.85 
1.10-1.40 
|.60—1.85 





KENTUCKY 


Cities 6—8 oz. 10-12 oz. 


Covington 96 
Louisville .80-1.12 
Frankfort 

Lexington 

Paducah 

Bowling Green 

Middlesboro 


Quarts 





MARYLAND 


Cities 6—8 oz. 10-12 oz. 
Baltimore* 80- .96 .80-1.12 
Eastern Shore* 80- .96 .80-— .96 
Western Shore* .80-— .96 .80— .96 


Quarts 


1.20—1.60 
| .20-2.40 





In all three areas, Coke and RC Cola are 80c, Pepsi 8, 
in two areas where it’s sold (Baltimore and Western 
Shore) also is 80c. Pepsi 12 is 96c in all three areas. 


MISSOURI 


6-8 oz. 10-12 oz. 


80— .96 .80-1.00 
Kansas City 80- .96 .96-1.10 
St. Louis 90- .96 .96-1.10 
Jefferson City , .96 

Springfield .90-1.10 
Joplin 80- .96 
Poplar Bluffs .B0- .96 


Cities 
St. Joseph 


Quarts 





.90—1.65 





(Continued on page 87) 


NULOMOLINE 


The quality liquid sugar 
for quality products...always uni- 
form...made by a manufacturer 
with over 40 years of KNOW-HOW 
and exacting standards. 


TANK CARS 
TANK WAGONS 
Order direct or 


through your 
Sugar Broker 


CONSIDER THESE ADVANTAGES: 
e@ Controls batches 
e@ Decreases labor costs 
e Increases production 
a 


Eliminates bag dust, 
lint, and sugar 
spillage 


; Wi 
TON dak Sct 


NULOMDUN 


THE NULOMOLINE DIVISION 


AMERICAN MOLASSES COMPANY 
120 WALL STREET, NEW YORK 5, N. Y. 
Plants at 


‘_ Brooklyn, N.Y. « Chicago, Ill. - Los Angeles, Cal. « Montreal, Canada 


flock embossed 


T-SHIRTS 

CHANGE APRONS 
- sweat shirts - jackets 

TO ADVERTISE 


AND PROMOTE 
YOUR BEVERAGE 


WE CAN REPRODUCE 
ANY TRADEMARK 


STYLECRAFT MANUFACTURING co. 


717 Sycamore St Cincinnati 2, Ohio 








/TREEN BOX CO. 


Manufacturers of WOODEN BOXES 


OF EVERY DESCRIPTION 


TIOGA AND MEMPHIS STREETS 
PHILADELPHIA 384.PA 














Key Topics Discussed At South Dakota 


"7 ine on quality control, sanitation, 
advertising, the future prospects of 
the industry and an open discussion 
on prices, deposits and other State 
matters, featured the 43rd annual con- 
vention of the South Dakota Bottlers’ 


Under the chairmanship of Presi- 
dent Richard Ellwein, the meeting was 
fast-paced and interesting to a large 
if not record-breaking group of mem- 
bers and visitors. 


Among the speakers were Ovid 


Association, held April 27-28 in Sioux Davis, Coca-Cola Co., Atlanta, Ga., 


Falls. who outlined the effectiveness of good 
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“STARDOM! 


Yes, Bubble Up is fast on its way to 
leadership in the growing lemon-lime 
field. The drink is unmatched in taste 
appeal ... the colorful GREEN BOT- 
TLE is “tops” in eye appeal . . . the 10 
oz. “KING SIZE” package. adds sure-fire 
purse appeal ... a 3-way combination 
that spells SU-CC-ESS. 
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RIDE A WINNER! 





This is your opportunity to tie into a 
year -round-profit franchise that's on its 
way up... and fast. Write, Wire or 
Phone for details of Bubble-Up’s bottle 
program, advertising and other factors 









important to the volume and profit-con- 





scious bottler. 












BUBBLE UP CORPORATION 


1015 So. Washington St., Peoria, Illinois 
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South Dakota officers (I. to 
r.): Frank Wurnig, presi- 
dent; Fred W. Witte. secre- 
tary-treasurer, and Richard 
Ellwein, retiring president. 


public relations. He gave the bottlers 
a group of ten commandments in set- 
ting up a good public relations pro- 
yram. 

Fred Arndt, W. H. Hutchinson and 
Son, Inc., Chicago, Ill., provided an 
interesting picture of how quality 
control is applied to production of 
crowns, and C. A. Abele, Director of 
Public Health Research, The Diversey 
Corp., discussed the subject of sani- 
tation in an interesting address. 

Ben Ginsburg of American Bottler, 
outlined the advertising functions of 
uniforms, good-looking trucks, proper 
packaging and other forms of adver- 
tising. 

Representing A.B.C.B., Joseph La- 
pides of Baltimore, Md. interspersed 
his remarks on the possibilities of 
growth in the industry during the next 
few years with some of his numerous 
stories and anecdotes, for which he 
is justly famous. 

Prices and deposits in South Dakota 
are generally on the high side, and 
have been for several years. This was 
brought out in the open discussion 
which featured the first business ses- 
sion, as was the fact that some read- 
justments are still taking place in 
various One bottler 


showed with a blackboard demonstra- 


communities. 


tion that his costs had increased 89%, 
while his prices, in the same period, 
had risen only 20¢;. 

The following officers were elected: 
President, Frank Wurnig, Winner; 
Vice-President, Bob Miller, Mobridge ; 
Secretary-Treasurer, F. W. Witte, 
Sioux Falls; Directors: Carl Zill, 
Rapid City; P. A. Ellwein, Pierre; 
Bertain Wist, Webster; Don Binder, 
Yankton. 








New Officers Elected 


At Wyoming Convention 


Newell Sargent, Worland Bottling 
Co., Worland, is the new president of 
the Wyoming Bottlers Association, 
elected at the group’s recent conven- 
tion in Casper. He succeeds Waldo 
Hurley of Coca-Cola Bottling Co., 
Casper. 

Glen Cederholm, Coca-Cola Bottling 
Co., Thermopolis, was named vice 
president to replace Harry E. Ruck- 
man of the Pepsi-Cola Bottling Co., 
Cheyenne. John Dregoiw, Coca-Cola 
Bottling Co., Sheridan, was reelected 
secretary-treasurer. George Garrison, 
Coca-Cola Bottling Co., Torrington, 
Ruckman and Hurley serve on the 


board of directors. 








HONORED ... 


J. B. O'Hara (left), chairman of the board 
of the Dr. Pepper Company, accepts an 
engraved watch from President L. M. 
Green in ceremonies at the company's 
Dallas national headquarters. The 
watch and a diamond-studded pin were 
presented O'Hara in recognition of his 
29 years with the soft drink firm, 
founded in 1885 by his father-in-law, 
R. S. Lazenby. 
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MINNESOTA BIG BRASS 


Elected officers and directors of the Minnesota Bottlers’ 
Association at the annual meeting were (seated. left to 
right); John Farrell, Secretary: Ken Carlson, Treasurer: 
Wayne Austin, President; and Robt. J. McManus, vice- 
president. Directors (standing); R. J. Hasslen; Louis 
Schmitz; Walter Rabe; Fred W. Reichert. Jr.; Howard Ries; 


James Henry and F. J. Bernick. 


Cost Boosts Cited At Minnesota Meet 


AW i; a registration of 122 firms 


261 representatives slightly higher 
than last year, the Minnesota Bottlers’ 
Association met for its 53rd annual 


convention at St. Paul, April 21-22. 


The organization, through voluntary: 


contributions, has maintained its finan- 
cial balance, and is working hard on 
building up its numerical strength, 
which suffered a_ set-back when a 
whole chain of plants (of a single 
franchise) withdrew their member- 
ship several years ago for undisclosed 
reasons. Along these lines, the State 
association is encouraging district 
meetings of bottlers, since so many 
differences between bottlers can be 
explored and corrected on the _ local 
level. 

A big feature of the meeting was the 
open forum, devoted mostly to the 
price situation; Bob Hasslen, Seven- 
Up bottler of Ortonville, capped the 
discussion with an outline of his 
specific cost increases, which he 


charted on a blackboard as follows: 


7 In 
1941 1952 crease 
Jottles 1.85 781 62-75 
Cases 45 938 105 
Sugar . 5.18 9 80 71 
Crowns l4e-l5e 3 22¢c-23c 65 
Cartons 15.00 32.00 112 
Labor (Twin City 
Scale) 0 1.485 105 
Trucks (Chev. 2 
ton, 2 speed 
rear axle) 1050.00 2400.00 125 
Truck Bodies RO00.00 1440.00 RO 


Average overall expense increase: 89% 
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Selling price 1941 to 1951 was 80c 
per case. Selling price today is 96¢c, 
equalling a price increase of 2067. If 
his selling price should go to $1.20, 
the percentage of price increase from 
80c will still be only 50°;, to cover 
an overall average erpense increase 
of 89. 

The following officers and directors 
were chosen: President, Wayne Aus 
tin, Gopher Bottling Co., Austin; Vice- 
President, Robert J. McManus, St 
Paul Seven-Up Bottling Co., St. Paul; 
Treasurer, Kenneth Carlson, Whistle 
Bottling Co., Minneapolis. 

Directors: Howard Ries, Jacob Ries 
Bottling Works, Shakopee; Fred W. 
teichert, Jr., Reichert Dr. Pepper 
Bottling Co., Red Wing; Francis J. 
Bernick, Chas. A. Bernick Co., Ine., 
St. Cloud; Robert J. Hasslen, Seven 
Up Bottling Co., Ortonville; Walter 
Rabe, Seven-Up Bottling Co., Minne 
apolis; Louis Schmitz, Coca-Cola Bot 
tling Co., Willmar; Theo. E. Maki, 
City Bottling Co., Duluth; H. C. Le 
Duc, Jr., Crown Bottling Co., Man- 
kato; James Henry, Nesbitt Bottling 
Co., Minneapolis; Harvey Fullerton, 
Fullerton Dr. Pepper Bottling Co., 
Fairfax; and Glen E. Smith, Waseca 
Sottling Co., Waseca. 

Five speakers appeared on the pro 
gram, including Dr. G. A. Vacha, chiet 
bacteriologist of the Minnesota De 
partment of Agriculture, Dairy and 


Foods; Roy W. Larsen, President, 


THE 


Makers 


COMPANY «+ 4545 OLIVE ST. + ST. LOUIS 8, 


of Glooming GOOD FLAVOR 











MO. 
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T. C. Federal Savings and Loan Asso- 
ciation; Professor Thomas F. Barn- 
hart, School of Journalism, University 
of Minnesota; Professor Ralph G. 
Nichols, Chief Division of Rhetoric, 
University of Minnesota; and Joseph 
Lapides, Pepsi-Cola Bottling Co., Bal- 
timore, Md. and A.B.C.B. Treasurer. 

In his talk, Mr. Lapides pointed out 
that the future for the industry is 
bright because of increasing consump- 


tion and high bottler morale. He de- 
clared that bottlers can make great 
progress if they understand and utilize 
the advantages which are theirs sim- 
ply by virtue of being bottlers. He 
reminded his audience that bottlers 
are operators of small businesses and, 
hence, must band together for mutual 
protection and business progress. He 
predicted that 1953 will be the best in 
the history of the industry, in terms 





One drink--and you can 


taste sales! 





LAVOREX ‘‘Low- temp” 

process retains the elu- 
sive fresh fruit goodness in 
the, concentrate. Never a 
cooked or musty taste. Yes, 
GEM Fruity Orange is a 
flavor you may bottle, taste, 
and know it must sell. 


GEM is free of risk and 


extra work. GEM Fruity 
Orange comes to you com 
plete with juice, acid, color, 
benzoate of soda—just add 
syrup and carbonated water. 


Place a trial order today. 
It’s guaranteed to please 
you and your palate, or 
your money back without 
quibble. Order GEM today, 


HERE ARE OTHER PROFITABLE GEMS 
@ FRUITY GRAPE (made with grape wine and juice) 
e FRUITY STRAWBERRY (high fruit juice base) 
@ FRUITY LEMON (contains real lemon juice) e FRUITY LEMON-LIME 
e ROOT BEER ...so creamy, foamy, and stout 


FLAVOREX® 


MAKERS OF FINE FRUIT JUICE FLAVORS 





302 S. CENTRAL AVE., BALTIMORE 2, MD. 
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of per capita sales and profits. 

Farre!l 
called specific attention to the passage 
of a bill which amends the Minnesota 
food laws to permit the use of artificial 


In his report, Secretary 


sweetening agents in soft drinks, pro- 
vided they are properly labeled. In 
addition to the labeling, the new regu- 
lations provide that special dietary 
foods or beverages offered for sale at 
retail must be segregated from other 
foods or beverages, and that the por- 
tion of the store, display counter, 
shelving or other place where such 
dietetic products are offered for sale 
must be plainly identified with an 
appropriate sign reading, “for dietary 


purposes”. 


More than a dozen bottlers from 
Iowa, North Dakota and Wisconsin 
were in attendance at the Minnesota 
meeting, and other visitors included 
Frampton King of the Coca-Cola Com- 
pany of Atlanta; John Tabor, Seven- 
Up Co., St. Louis; Arthur Hardgrave, 
Secretary, Pepsi-Cola Bottlers’ Asso- 
ciation, Tucson, Arizona; John Hun- 
saker of Nesbitt’s, Los Angeles; 
Myron Clark, Commissioner of Minne- 
sota Department of Agriculture, Dairy 
and Foods, St. Paul; and Eddie Bos- 
trom, Coca-Cola Bottling Co., Grand 
Forks, North Dakota, Chairman of 
the A.B.C.B. Membership Committee. 


Elected to head the Minnesota 
Gopher Club, the supplymen’s organi- 
President, J. Russell 


Worman, Minneapolis; Vice-President, 


zation, were: 


Richard Dyer, Minneapolis; and Secre- 
tary-Treasurer, George H. Weed, St. 
Paul. 

There were several social interludes 
at the convention, most of them spon- 


sored and serviced by the supplymen. 





OBITUARIES ... 











J. H. Craig, Sr. 


James Hagood Craig, Sr., district 
sales representative for the Nehi 
1925, 
passed away recently. Known to hun- 
dreds of bottlers in the South, Mr. 


Corp., Columbus, Ga., since 





Craig had been ill for several years. 
A native of Anderson, S. C., he was 
a former member of the Governor's 
staff of South Carolina. 


J. A. Chambers 


Joseph A. Chambers, co-owner of 
the Seven-Up. Bottling Co., Troy, 
N. Y., died May 20. Born in Paines- 
ville, Ohio, he was 53. 


Pvt. Ronald Vecchie 


Pvt. Ronald Vecchie, 21, son of Joe 
Vecchie, manager of the Pepsi-Cola 
Bottling Co., Springfield, Ill., died on 
April 19 from injuries received while 
in action in Korea. Pvt. Vecchie was 
employed in the plant before entering 
the army last May. 


J.E. Johns 


James E. Johns, 66, president of the 
Pecos Valley Coca-Cola Bottling Co., 
Roswell, N. M., died March 5. He was 
immediate past president of the Coca- 
Cola Bottlers’ Association and for 
many years previously had served on 
its board of directors. His career with 
Coca-Cola goes back to 1912, when he 
went to work for the Coca-Cola Bot- 


tling Co. of Chicago, Inc. 


W. G. Tiedemann 

Walter G. Tiedemann, Manager of 
the Vending Department of the Pepsi- 
Cola Metropolitan Bottling Co., Inc., 
Jersey City, N. J., died March 20. Mr. 
Tiedemann previously had been a 
sales representative for the Pepsi-Cola 
Company in the Southwest and on the 
West Coast. 


F.N. Batsell, Jr. 


Frank N. Batsell, Jr., president of 
the Coca-Cola Bottling Company in 
Tulsa, Oklahoma, was injured fatally 
in an auto-truck accident on April 24, 
1953, near Durant, Oklahoma. Mr. Bat- 
sell also held shares in Coca-Cola bot- 
tling companies in Kansas City, Mo., 
and Waco, Texas. In 1950, a new 
$600,000 bottling plant had _ been 
erected in Tulsa under Batsell’s di- 
rection. 


National Bottlers’ Gazette 





Dr. Pepper Announces 
Auto Safety Incentive Plan 


A new automobile safety program, designed to 
stimulate an already high record of traffic safety, 
was recently announced by C. L. Callaway, vice 
president of the Dr. Pepper Company, Dallas, Tex. 

Callaway said the new program is designed to 
make the company’s 1953 automobile safety record 
even better than that of 1952. Then, 71 company 
cars traveled more than 1,350,000 auto miles with 
only 13 minor accidents. The complete record 
showed no fatalities; no persons hospitalized from 
injuries, and no damage suits. 

The new plan applies to four groups within the 
organization: vendor placement and merchandising ; 
zone Managers; production men; and fountain men. 
It calls for the earning by participants of “points” 
to be used in making yearly awards. Winners in 
each group will receive cash or merchandise awards 
based on points-for-safety earned monthly for stipu- 


lated performances in four categories. 


California-Nevada Bottlers Seek 
Legal Okay On Barber Shop Sales 


The Legislative Committee of the California and 
Nevada Manufacturers of Carbonated Beverages, 
consisting of Roy G. Deary, Nate M. Sellers, C. G. 
Crofoot and W. G. Trevorrow, with the latter acting 
as chairman, has been working actively of late in 
pushing action on a bill in the State Legislature 
designed to make lawful the sale of bottled soft 
beverages in barber shops. Sale was formerly per- 
mitted but last November the Attorney General 
heid that the practice was illegal. 


Schweppes Drive Begins This Month 


Bottling and distribution of Schweppes Quinine 
Water, reportedly the largest selling beverage of 
its kind in the world, began last month in New 
York City, Emmett R. O’Connell, President of 
Pepsi-Cola Metropolitan Bottling Co., Inc., has re- 
ported. Other Pepsi-Cola bottling plants through- 
out the country will begin producing the beverage 
shortly, Mr. O’Connell stated. The product will 
receive extensive advertising support in national 
and local media, he added. 

Schweppes is allowing its products to be manu- 
factured in America for the first time, under a 
franchise agreement recently concluded between 
Schweppes and Metropolitan Bottling Co., Ince., a 
wholly-owned subsidiary of Pepsi-Cola Co. This 
agreement calls for Pepsi-Cola to bottle and dis- 
tribute Schweppes products in North and South 
America. A similar agreement, by which Schweppes 
will do the same for Pepsi-Cola in many localities 
in England, is now under negotiation. 
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; Why Not Make An Additional 
_$ * * > 
: Profit This Summer? 

Let Burns more efficient equipment help you overcome increased costs. 

Call us, wire us (collect) or drop us a card and let us have our nearest 
representative give you complete details on the 

NEW MODEL 
BURNS tn" FILLER 
Manufactured by 

Burns Bottling Machine Works, Inc. Baltimore 18, Md. 
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Leading members of the carbonated beverage industry Stanley Grauel, speaker; Herbert Fein, Charles Fuchs & 


attended a recent United Jewish Appeal organizational 
meeting. Standing (Il. to r.) Abraham Perlman, Majestic 
Siphon & Box Mfg. Co., Inc.; Max Aidmon, Aidmon Bottlers 
Supply Co.; Morris J. Becker, NATIONAL BOTTLERS’ 
GAZETTE; Gilbert D. Dingley, Crown Cork & Seal Co., 
Inc.; Harry Hackness, Salient Flavoring Corp.; Carl Ros- 
loff, Pepsi-Cola Distributors; Bernard Bloom, attorney 
(representing the Good Health Seltzer Dealers of Greater 
New York); Max Rogol, French Bottling Works, Inc.; John 


Co.; Abraham Margolis, Schweikert & Baas; E. Mortimer 
Moss, H. Kohnstamm & Co., Inc., and David Rascoff, Bever- 
ages by Hammer. 


Mr. Rogol was named chairman of the Carbonated 
Beverage Division of UJA and Wednesday, May 27, was 
the date of the annual dinner, which was a testimonial 
in honor of David Levinger, Secretary of the Soft Drink 
Workers Union, Local 312, I.B.T. (AFL), (right). 





Goody Company Builds New Plant Root Beer and Goody Orange Drink concentrates, 

the firm now operates in 21 states and several 
50 acoommnvente expanding business, The Goody foreign countries. Hy Goodman, president of The 
Company of Minneapolis has built a new building Goody Company, says that the new structure will 


to house its operations. Manufacturers of Goody aliow the concern to expand both domestic and 








4 When the heat's on!... SUNSATION” 


- FRESH FRUIT TASTE! 


Is a real cool competitor! 


ESSENTIAL PRODUCTS CO., Inc. 


90 WATER STREET NEW YORK, N. Y 





Don't gamble with your big Orange sales opportunity this 
summer! Let us send you a sample—quick—of 'SUNSATION’ 
and you will let your own reaction tell you what to do! Two 


color crowns and advertising available . . . franchise optional. Established 1895 
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This BIG PROFITABLE “plus” 


MARKET 


is yours with 


LO-CAL 


AVAILABLE IN 
— Ee POPULAR — 
FLAVORS! 


LO-CAL is sugar- 
free; distinctive in 
taste, name and in 
sales appeal! 

For complete infor- 
mation about a fran- 
chise for your terri- 
tory, wire or write us 
today! 














LO-CAL is sold in the popu- 
lar 16-oz. no-deposit bot- 
tles. A real profit-maker! 





GOODY EXPANDS . 


Top—Exterior view of the newly-con- 
structed Goody plant in Minneapolis. 
Below — The spotless laboratory 
where Goody prepares its syrup 
formulas for Goody Orange Drink and 
Goody Root Beer. 





LO-CAL SALES COMPANY 


371 East 160th Street New York City 56, N. Y. 
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WiTH 
TROUBLE-FREE 


x 
BEV-FOOD Combi- 
nation 6-case bever- 
@| age cooler & 6'% cu. 
ft. food refrigerator. 





SA COOLERS 


Beautifully designed to attract sales... in- 
crease profits. Economical operation, WET 
or DRY, that saves users money. Dependably 
built for years of pene TEM -.. save 
you money. 


4 S70 LET EME 
ave p> Dihere's an Artkraft® cooler 


to r yest ae: . . Mass- 
oduce y America's 

\ I/) —_ ~~ largest manufacturer of 
private brand refrigera- 

tors to give you AN UN- —T 
BEATABLY LOW| === 
PRICE —and, every one 
caries a 5-year com- 


pressor warranty AT NO | 
ADDITIONAL COSTI;+ 


USE COUPON NOW! 





24-case BEV-MASTER 





6-case BEV-COOLER 
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foreign markets. The new brick and block structure, 
which measures 150 x 90 feet, is of modern design 
and has the latest and most efficient equipment. 

The new plant will contain two operations, The 
Goody Parent Company and the Quaker-Goody Bot- 
tling Company, which is the company-owned bot- 
tling plant serving the Twin City area. 

Plant machinery includes a Meyer Dumore bottle 
washer, liquid filling, cooling and mixing equipment, 
an Oslund labeling machine and Evans unit heaters. 
The operation is palletized. A special feature of the 
new building is an air-conditioned laboratory with 
filtered air and fluorescent lighting. 

The Goody Company was organized in 1938 by 
Hy and Harry Goodman. They began first with root 
beer and in 1939 added the orange drink. 


Hy Goodman is president of the company. Other 


Cornell Wing, sales manager; Marilyn 
George Guttman, legal; 
advertising ; 


officers are: 
Herman, office manager; 
Oreland Johnson and Gilbert Streed, 











Richard Haley, sales promotion; Roy Cole of Cole 
and DeGraf, western and foreign representative ; 
Willima Pelika, plant superintendent, and Emmett 


McKeon, laboratory superintendent. 


How to Conduct Plant Visits 
Explained In New A.B.C.B. Booklet 


What is the best way to conduct visitors through 
vour soft drink plant? A plan which has been used 
with success is outlined in a new Members’ Infor- 
mation Bulletin available through the 
Bottlers of Carbonated Beverages. The suggestions, 
in outline form, center around three main steps 
“Telling visitors what they will see, showing them, 


American 


and reviewing what has been seen’’. 
In introducing the outline, the Bulletin observes: 
“A well organized plant tour is a public relations 
effort which can pay big dividends in good will.” 




















"MANUFACTURING CORP. | 

“Quality Products for Over a Quarter Century” | 

1125 E. Kibby Street Lima, Ohio, U.S.A. ! 
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for ALL 


PLANTS: LONG ISLAND CITY — LOUISVILLE, KY. 
WEST COAST: H. R. LAIST COMPANY 


RIALTO BLDG., SAN FRANCISCO, CALIF. 








LOO 





MAXIMUM COLORING STRENGTH 
GUARANTEED UNIFORMITY 





D. D. WILLIAMSON & CO., Inc. 


5-39 FORTY-SIXTH AVENUE, LONG ISLAND CITY 1, N Y 
1901 PAYNE STREET, LOUISVILLE, KY 
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NEBRASKA 
Cities 6-8 oz. 10-12 oz. Quarts 
North Platte 1.20 1.20 
Grand Island 1.20 1.20 
Omaha .80 .96 
Lincoln 1.20 1.20 
Scottsbluff 1.30 1.30 
Norfolk 1.20 1.40 
Columbus 1.20 1.40 
Fremont .80 .80 

NEW MEXICO 

Cities 6~8 oz. 10-12 oz. Quarts 
Santa Fe B0- .90 .80- .96 1.45-1.60 
Albuquerque .80 80-— .96 1.45-1.60 
Roswell .80 .80 1.60 
Hobbs .80 .80 1.60 

NEW YORK 


As of mid-May, the Associated Coca-Cola Bottling 
Plants, Ine. in Hudson, Albany, Troy, Schenectady, 
Gloversville, Glens Falls, Utica, Syracuse, Bingham- 
ton, Geneva, Watertown, Auburn, Oswego, Cortland 
and Oneonta, raised wholesale price to 96c. 

Also in mid-May, Canada Dry in Mechanieville 
and Albany raised to $1.60 on their full line. Pepsi- 
Cola in Schenectady, Amsterdam and Albany raised 


to 96¢ for 8 oz. and $1.20 for 12 oz. 











OKLAHOMA 
Cities 68 0z. 10-Il20z. Quarts 
Bartlesville .80 .80 
Tulsa 80- 96 .80— .96 
Oklahoma City 80-1.00  .80-—1.20 
Muskogee .96 .96 
Okmulgee 80- .96 .80- .96 
Lawton .80 .80 
Ardmore .80 .80 
Shawnee 96 .96 
OREGON 

Cities 6—8 oz. 10-12 oz. Quarts 
Astoria 1.50 1.50 2.00 

(except Coke) 
Portland .90— .96 96 1.25—1.75 
Salem 1.40 1.40 2.00 

(except Coke at 90c} 
Eugene 1.40 1.40 2.00 
Roseburg 1.40 1.40 2.00 
Klamath Falls 1.40 1.40 2.00 
Grants Pass 1.30 1.30 1.80 
Medford 1.30 1.30 1.80 
Coos Bay 1.30 1.30 1.80 

SOUTH DAKOTA 

Cities 6-8 0z. I0-I20z. Quarts 
Sioux Falls .96* .96—1.20 

All 80¢ and 90¢ price in Siour Falls were raised to 


GHC On May Is 





(Continued on page 88) 
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carruing) ccc ON TIN i 


True Satin Finish was originated by Crown. It results 
from the special electrolytic method of tin plating we use in 





preparing and processing the metal plate in our own plant. x 
This process produces a finish with a smooth, silver-gray ‘2 ~ 
sheen... one that is unmatched for its soft, lustrous beauty. >» 

CCS Satin Finish is serviceable as well as beautiful. It A 


stays bright and attractive... resists scratching and scuffing 
. retains its pleasing good looks until your bottled 
beverage reaches your customers. 
Like all CCS Crowns, Satin Finish Crowns are made 
to the highest standards of quality and accuracy. They feed 
free and fast in hopper and crown chute and can be applied with 


exceptionally uniform capping pressures. And, most important of all, 


oo 


they give tight, dependable sealing. From every angle you get 
better bottling with CCS Crowns. Crown Cork & Seal 
Company, Baltimore 3, Md. Originators and World’s Largest 
Makers of Crown Corks. 





TRUE >2 Ct Jeniitte IS FOUND ONLY 


on GGS CROWS 
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TENNESSEE 

















Cities 68o0z. I0-I20z. Quarts 
Nashville .80 
Johnson City .80 
Knoxville .80 
Jackson .80 
Memphis .80 
Chattanooga .96 
TEXAS 
Cities 68o0z. I!0-I20z. Quarts 
Amarillo 85- 95 .95 
Wichita Falls - 80 .80 
Fort Worth .80 .80 
Dallas .80 .80 1.65 
Ranger 96 .96 
San Angelo .90 .90 1.30 
Waco .80 .80 
Austin .80 .80 
Del Rio .80 .80 
El Paso 80- .96 .96 1.20 
San Antonio .80- .90  .80 1.40 
Beaumont .96 .96 1.85 
Houston .80-1.00  .80-1.00 
Port Arthur 96 96 
Eagle Pass 96 .96 
Laredo 96 .96 
Alpine 1.20 1.20 
Monahans .96 .96 
Abilene 96 .96 
Lubbock .80 .80 
WASHINGTON 
Cities 6-80z. I0-Il20z. Quarts 
Yakima .96*-1.40 .967-1.40 1.68-2.00 


* Coke, Grapette and Dads Root Beer at 96¢; most other 
drinks at $1.40. 


Clicquot Club, Dr. Pepper Launch 
Big Contests; Other Ad News 


National consumer limerick contests are in the 
news. Clicquot Club launched one this month, with 
top prize a Cadillac. To spur dealer participation, 
Clicquot will award similar top prize to dealer with 
best contest display. Dr. Pepper has begun one, too, 
a repeat of last year’s “Invest in America” promo- 
tion. Contest is pitched around company’s new ad 
theme—‘“Instead of Drinking the Same Old Thing 
... Wake Up Your Taste with Dr. Pepper’. Both 
contests will get substantial ad support in radio, 
magazines, newspapers, TV and point-of-sale. 

Coca-Cola Co. began sponsorship last month of a 
twice-weekly program featuring crooner Eddie 
Fisher over a 400-station Mutual hook-up . 
California’s Wine Advisory Board is inviting bot- 
tlers to participate in a series of “Serve Carbonated 
Beverages with Wine’ Summer promotions. The 
Board provides bottlers and dealers with numerous 
sales aids—color posters, newspaper ad mats, recipe 
mixing guides, direct mail materials and display 
suggestions. Interested bottlers may contact the 
Board at 717 Market St., San Francisco 3, Calif. . . 
A.B.C.B. running advertising in grocery publications 
to remind grocers of the profit angles of soft drinks 
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NAMES IN THE NEWS 


WUNUUUONUONEDNUELLUUUU UU, 


V.& E. Kohnstamm, Inc. 


Edgar J. “Ed”: Kohnstamm has assumed the 
presidency of V. & E. Kechnstamm, Inc., manufac- 
turers of flavors and extracts. He succeeds his 
brother, Victor, who is now living in Mexico. 

Ed Kohnstamm has been in charge of production, 
product development and V. & E. Kohnstamm., Inc.’s 


Built extra strong 
for extra trips! 


Made of special, 
water-resistant, 
tough-back board. 


Solid, one-piece 
bottoms—no glue 





seams to weaken 
TWalek-Vaniclelo Me tiael ie 


EDGAR KOHNSTAMM 


They pack perfectly 


essential oil plants in Florida. He also is a pioneer in standard cases. 


in the development of dietetic flavors for bottlers. 
He is an active member of several trade associa- , ; _ Ideal for 

tions, including the New York and New Jersey : : ‘ automatic loading. 

Bottlers’ Service Club. 


Crown Cork & Seal Co. 

Walter F. Kneip, Jr., has been named sales man- “Easy to 
ager, Closure Division, Crown Cork & Seal Com- carry... 
pany, Baltimore, Md., according to an announce- and the 
ment by E. J. Costa, vice president and general came 
carry, the 


sales manager of the company. Mr. Kneip, who me 


spent eleven years in Crown’s sales department we usel”’ 
prior to becoming assistant sales manager of the 
division in 1948, succeeds L. L. Lauve who will con- 


tinue with the Closure Division as consultant. 


and the "6" 
of course 








jet ag 
New Handi-State Carriers are the strongest and safest Paes “a In addition to the new “3” and “8,” 
to be found. But most important, they’re super point- f eS Interstate offers the regular Handi- 
of-purchase salesmen! They UP the unit of sale and ’ $% ; State 6 bottle carrier—used and pre- 


LOWER the cost of handling. Brilliant, full-color letter- 
press printing gives them proved eye-appeal. 


ferred by many leading bottlers of 


national and sectional brands. 





JOINS CANADA DRY 

New assistant manager 
of Canada Dry’s U. S. 
License Dept., W. G. 
Smith will concentrate 
on sales promotion and 
sales training activities. 


Whatever brand you bottle, open the throttle for bigger volume with 
Interstate Carriers! Write today for full details, prompt quotations. 


THE INTERSTATE FOLDING BOX COMPANY © MIDDLETOWN, OH 
June, 1953 89 














SALE NI 
ADVERTISING* 





HANSEN 
ONE-HAND 
TACKER 








WITH 
x%& POSTERS POINT-OF-SALE ADVERTISING is installed 
*% SIGNS nove Mapai 7 ne yng gg 
one-hand Tacker. Zip! Zip!- Fast as 
tr PLACARDS you grip—it drives T-head Tacks or two-pointed 
* WINDOW tackpoints. Holds 84 to 140 staples per loading. 
TRIMS Extensively used by national advertisers, job- 
% INDOOR bers, distributors, bottlers, for timely, effective 
AND tacking of all types of indoor and outdoor point- 
Saati of-sale materials. With Hansen, sales flow more 
OSTING freely. REQUEST BOOKLET 
*% STREAMERS 
pap ne A. L. HANSEN MFG. CO. 
PANELS 5056 Ravenswood Ave., Chicago 40, Ill. 
lz 
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THE IDEAL 
r FOR BOTTLERS 





sm - . Sis ~~. : ny, | 

& ERE L 
Timeé-Labor-Money 
Red Arrow, the truck built with the operator in mind. 
Features . . . quick automatic action ... positive safety 
handle . . . easy rolling ... easy lift . . easy steering. 
Machined standardized parts and bolted frame make 
maintenance cost practically nil. 


In time and manpower saved, pays for itself 
many times a year. 


RUCKS 


INCORPORATED 


Write for Bulletin XX1 
today. 


2423-31 SPRING GROVE AVE 
CINCINNATI 14, OHIO 


NAMES IN THE NEWS 


a... 


% 


NAMED MANAGER 
Chris Dungfelder has 
been named Manager 
of the newly created 
Machinery Sales Engi- 
neering Dept. of the Ma- 
chinery Div. of Liquid 
Carbonic Corp., Chica- 
go, K. P. Miller, division 
vice-president and sales 
manager of the division, 
reports. 








Thatcher Glass Mfg. Co. 


D. H. Van Horn, well-known representative of 
the Thatcher Glass Manufacturing Company, Inc., 
retired June Ist after 31 years of service with the 
company. 

Don, who joined Thatcher in 1922, 
the firm in the mid-west—particularly the Chicago 
area-—for 30 years, acquiring a host of friends in 
the soft drink industry. 


represented 


Diversey Corp. 


Clarence B. Jones has been elected secretary and 
general attorney by the board of directors of The 
Diversey Corp., Chicago, it has been announced 
by H. W. Kochs, chairman. Diversey is a leading 
producer of sanitation chemicals for the food in- 
dustries. 

O. E. 


istrative 


Soderberg, formerly secretary and admin- 
elected to the 
of treasurer, a position vacated in November by 
the death of C. E. 
elected administrative vice president. 

Other officers reelected were: Mr. 


vice president, was post 


Glasser. Soderberg also was re- 


Kochs, chair- 
man; Lewis Schere, president; W. EB. Noyes, 
BE. Horn, controller 
and assistant secretary, and L. A. 


vice 
president in charge of sales; F 
Armstrong, as- 


treasurer. 


sistant 





CLARENCE B. JONES, O. E. SODERBERG 














Circumstances alter cases .. .”” Beverage cases 


are no exception. Their size, shape and construc- 


tion features are determined by the physical charac- 


teristics of individual bottles. 


“Custom-made” beverage cases are correctly 


designed to suit your needs, thus reducing break- 


age to a minimum. 


THE GREEN COMPANY unc. 


265 Post Road 
(Plant 


STAR 


TRADE MARK REG. 
secrom DLATIONARY 
BOTTLE 


REMOVED 
SHOWING 
SIDE VEW 


HOW IT WORKS 





Darien, Connecticut 
Bellows Falls, Vt.) 





The World’s 
Best 
Opener 


OPENERS 


Eliminate loss of 
bottles and contents. 
Prevent danger to 
the public. 

Have long life. 


Brown Manufacturing Co., Ins. 
NEWPORT NEWS, VA. 





BIG SAVINGS WHILE - 


ERE MOVING! 


Call Buckner and get “‘the buy of your life” 
in all types of good used equipment! 


- 


You save our cost of moving equipment plus 
the big saving you usually get when 
you buy at Buckner’s. 


call DAnube 6-1344 COLLECT! 


BUCKNER EQUIPMENT CO - Chicago 16 
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Use Berghausen’s 


CARAMEL COLORING 
: It’s Safe 


CARAMELS FOR ALL PURPOSES 


Colas - Root Beer Other Beverages 
& 








°E BERGHAUSEN CHEMICAL «.. 


4538 W. MITCHELL AVE. 
CINCINNATI 32 ¢ OHIO 








For over 30 years...FAMOUS FOR 


GINGER ALE 


MONTE CRISTO - --- THESCO 


— two favorites with bottlers who want the best! 
A Full Line Of Distinctive Quality Flavors 


THEALL & PILE, INC, 227 reat! Street 


New York City 38,N.Y. 








sarees 











For Plant Capacity up to 110 cases P.H | 


Handles All Size Bottles! | 
Only 28" x 37" Floor Space Required 


6 oz. BOTTLES REVOLVE 6 TIMES 


REMEMBER (Er )' 
a 
ONLY 


Takes the GUESSWORK out of MIXING $32850° 
WRITE FOR SPECIFICATIONS f.0.b. Oshkosh 


KEENLINE EQUIPMENT CORP. o.scess Wisconsin 
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NAMES IN THE NEWS 


GAIR APPOINTMENT 


Robert Gair Company, 
Inc., American Coating 
Mills Div., Chicago, has 
appointed William J. 
Hamilton as Sales Man- 
ager of the Beverage 
Carrier Division. Hamil- 
ton will supervise beer 
and soft drink carrier 
sales. 





Seven-Up Company 


Ben Silloway, formerly with the Product De- 
partment of the parent Seven-Up Company, St. 
Louis, has joined the Seven-Up Export Corpora- 
tion in New York, effective June 1. 

Neville, a for the 
parent company in the Southeast, will move up to 
take over Silloway’s duties in the Product Depart- 


Clarence Technical Counselor 


ment. 


Robert Gair Co., Inc. 


William T. May, Jr., 
container operations at Robert Gair Company, Inc., 
New York, manufacturers of folding cartons, paper- 


vice president in charge of 


board and shipping containers, has announced the 
appointment of Paul C. Meelfeld as sales promotion 
manager for that division. 

Mr. Meelfeld was formerly assistant vice presi 
dent in charge of advertising and sales promotion 
at Hinde and Dauch Paper Co. of Sandusky, Ohio. 








ORANGE-CRUSH ELECTS 


J. Wm. Horsey, Chairman of the Board and President 
of the Orange-Crush Co., Chicago, has announced the 
election of L. Collins, left, as Vice President, and J. F. 
Griffin, Jr., right, as Secretary of the company. Both 
men have been with Orange-Crush for approximately 
five years. Company also recently announced appoint- 
men s of Robert Llewellyn and Sherman Linton as ad- 
vertising manager and assistant ad manager, respec- 
tively. 





INCREASE 








they GIVE 





Here’s DRY refrigeration at its 
best. Here's trouble-free per- 
formance that tells—and sells! 
The BEVCO 5-year warranty 
uarantees superior service. 
Kccessories that are sales 
makers — water equipment, 
dividers, casters, stainless in- 
teriors, exteriors available on 
all models. 


3316-28 S. BROADWAY «= ST 






AMERICA’S ST COMPLETE 
AND FPMEST LIN 


PERFORMANCE ALS 


YEAR AFTER YEAR! | 


RESULTS COUNT! 


The BEVCO Company, Inc. 






SALES 















Sh iG . 
] i 
= 








WRITE FOR 


LOUIS 18, MO CATALOG G.I 


Extracts Bathe Away 
Summer Thirst! 


Hi-Y-Ee Tropical Fruit Juice Drinks 


No. 4 Cream Soda, | 


Special Glow Orange, 2 ‘ 


()y 


47 25 we 


We also feature the complete Conron line. 
Full line of Soda Water Flavors. Write for Samples & Prices. 


LAA. tO 


71 W.26th St. New York LN. Y._ 
“THE GINGER HOUSE” 


Check Squirt 
rela) 


YOU'LL 


WNT 





Sales 


SWITCH TO SQUIRT 


T00! 





COPYRIGHT (063 THE SQUIRT COMPANY 


Write For Franchise Details Today 


THE SQUIRT COMPANY every wits, cotitorn'c 














CLASSIFIED Bae 


ADVERTISING cron 











FOR SALE How To Beat Rising Bottle Costs 
Opportunities, Bottling Establishments i se Use Our Specials For 


Complete plant; now operating Non-Returnable Sales 


retailing 6c and higher; liquida 


large territory available with effi ient a THIS MONTH'S SPECIAL ‘i 


ndependent distribution set-up, outstanding devel 


with tax-saving and capital 

















pment opportunity 
gain features; quantities of Grapette, Orangette, 20,000 cartons 24/8 oz. emerald green sodas. 
peracen a oe # pt ed neem 4} Bh eciang ' a Ma 200,000 new 12 oz. partitions at bargain. 
ucK de 7 & Peds a, WO, 1RRES de ra i . 
RATES AND GENERAL industry : or in part; contact.—ZEPHYR 4,000 cases Flint 12 oz. hvy. wt. one brand. 
INFORMATION MFG. CO., Sedalia, Mo.—6.-1 50,000 cartons 24/12 oz. new flint non-return- 
: . : nag able beer bottles. 
. = FOR SALE Bottling plant; large territory for 
e For sale, Exchange and Wanted ry popular étiak: handling 200000 cosce 400 gr. new tall flint 8 oz. sodas. 
Advertisements are available at the “a Ae ge ealhaa aaa 5.000 ¢ $7 ak tor oo ng 
following rates: 25 words, $1.50 each a . ae — 
insertion; 6c for each additional word oar | nee gg Rdg onal PR er It will be well worth your while to check 
‘ - ‘ a ishnec al per ” wu tant; elegan 
Address or box number is not included territory; apprex. 4 counties; wide expansion pos with us before you do your purchasing. 
in word count. A number, or group of ibilities ; $1.20 on small, $1.40 on 10 oz. and 12 oz 
arr : - ° plus deposit; owner for the ast SO years wishe i 
numbers is considered as one word. to retire; 3 leading ialicaele Sicertend ane 1. Baskowitz Bottle Company, Inc. 
@ Orders for classified advertising Sede, WG tating? cae uecees teniuen wae 1301 Grand St. Brooklyn 11, N. Y. 
a § equip., brick ilding ; can purchase business wit! 
must be accompanied by payment. ee eee ra nef 10k PATRERIATS WEN“, any 
xX SO 3 
@ Thos is i 
Those advertisements which do not FOR SALE.—5-wide Liquid Universal soaker ; 
comply with the established headings, 12-spout Red Diamond filler; 250 gph Red_Dia- 
or whi : a . . mond carb.; 5 hp York compressor with stainless 
’ ch advertise new products or FOR SALE steel cooler; all equip. but the cooling system new 
services are not acceptable. The Edi- Machinery, Apparatus, Materials, Bottles, Boxes in 1947, used only 2 yrs.—P. O BOX 735.— 
tors reserve the right to change or See BALM. Complies like of seal ; scsi 
a és 7 kb. omplete ine © piacemen ' - 
reject any advertisement submitted parts for Shields filling machines; also rebuilt one FOR SALE.—Cem 40 model B filler and crown- 
for these columns. and twe hand-feed machines and one-head er, good condition, available in Mar. 1953; also 
iutomat E. WATKINS, 1210 Prospect 800 gph CCS stainless steel saturator, available 
: , St., Castle Shannon, Pittsburgh 3 y; } ne >» p 736 2 
© In answering advertisements, please t ast nnor Pittsburg 34, Pa 4.-¢ w I P., BOX 6 12. -tf. 
take notice that letters must be sent chee» were Complete 40-spout Liquid line FOR SALE. 6-wide Heil 1941 soaker; any 
err including 4-12 Meyer washer, crowner, Mojonnier reasonable offer accepted; must make room avail- 
to the box number, initials, name or carbo cooler self-contained refrigeration unit, ible—P. Q.. BOX 737 12.-tf. 
address given by advertisers. oe bmg peony ot running ont ben ace FOR SALE Cin 2b cite dieaeunes ; 
large »¢ ).; available oon ’ ‘ J d ih +i. 4 - $s * ) , 
BEV. CO., , 600 E. Exchange St., Akron 6 splits to qts.; excellent condition; immediate de- 
@ Please Note!—The N. B. G. assumes Ohio. —4.-tf livery.—P. N., BOX 734.—12.-tf. 
no responsibility for condition or de- FOR SALE.—1 Mojonnier 7% hp Carbo Cooler, FOR SALE.—Model B Dixie, serial No. 361; 
scription of items listed in this section. rebuilt, wili sacrifice to make room due to altera sien oa os ne ane cane —) HOSES “SpSee 
Hi anil is is tions, $3,000; also rebuilt 6-head Barnett & Foster eeaed. oh = a thc 
A nformation s furnished by the auto. iphon filler $140 : FIRSTENBERG FOR SALE.—18-spout Liquid filler; serial 
advertisers. BOTTLERS’ EQUIP. CO., IN¢ 301-307 Powell No. 144; in operation now in plant in Ohio; price 
St., Brooklyn 12, N. Y 5. -tf reasonable R. H., BOX 785 4.tf 











FOR SALE. 32-spout Laquid low-pressure 
siruper and filler with Jumbo CCS automatic 
crowner; 8-wide Liquid Super Kleen washer; ow) 
gph Liquid Life Time carbonator; World rotary 
iutomatic labeler; 36” rota accumulating table; 
2 100-gal. stainless steel tanks; 10 disc Star Liq- 
uid sirup filter; would like to sell all, but any 
reasonable offer for all or part will not be refused 
—P. T., BOX 740.—12.-tt. 

FOR SALE.—One 1939 Cem 40 spout; being 
used daily; putting in larger equip—GOLDEN 
AGE BEV. CO., INC., 600 E. Exchange St., 
Akron 6, Ohio.—4.-TF. 

FOR SALE.—Cem 40 Model B, excellent con- 
lition; 12W5C Meyer Dumore quart double-end 
washer, good condition; other equipment; imme 
diate delivery; write or ‘phone.—FIRSTEN BER(¢ 
BOTTLERS’ EQUIPMENT CO., INC., 301-307 
Powell St., Brooklyn 12, N. Y 


FOR SALE.—1 left hand Model B. Mille: 
Hlydro case and carton packer, fully automat 
with capacity up to 170 BPM if desired, price 
$2000.00 F.O.B. Savannah, Ga.; reason for change 
putting in larger unit that requires high speed 
packer to take care of additional capacity; packer 


in excellent — condition and is avai 
able for immediate delivery; ‘‘first come, first 
": if imterested, contact us immediately 


serve 
SAVANNAH COCA-COLA BOTTLING CO 


Savannah, Ga.— 


FOR SALE.—6 oz. beautifully decorated color- 
pplied emerald green bottles; especially good for 
ginger ale or club soda.—GOLDEN AGE BEV 
CO., INC., 600 E. Exchange St., Akron, Ohio. 
1.-tf 

FOR SALE. 2,000-gal. stainless steel Cem 
arbonator, $2,250; 30-head Liquid pint mixer 
$2,950, thoroughly overhauled. PEPSI-COLA 
BOTT. CO., 1030 East New York St., Indianapolis 
2. Ind.—1.-tf. 

FOR SALE.—Several hundred gross Hires 12 
z. ACL bottles; packed and available for imme 
liate shipment CANADA DRY BOTT. CO 
727 King St., Charleston, S. 2. -tf 


oe 
FOR SALE.—2.000 cases 12-0z. bottles in tul 
depth cases, one name; also lot of 3,000 case 
l2-0z., one name BARQ BOTT. CO., 3135 
Sackett Ave., Cleveland, Ohio.—5.-4 


FOR SALE.—App. 1,500 cases Nesbitt 10-0; 
@ $1.25 per case or bottles only at 3c ea.—FLINT 
SOTTLING CO., INC., 708 Mary St., Utica < 








Filtered Water Supplied by 


BOWDEN DOUBLE CYLINDER FILTERS 
Assure a Better Bottled Product 














The double cylinder combination illustrated, consists of 
a a Filter which removes suspended matter and 
turbidity, and a Minchar Filter which removes chlorine, 
taste, odor and discoloration. Under certain conditions 
a single Filter Unit is sufficient. 

Hygeia also manufacturers the Lynn Self-Cleaning Stone 
Filter used in many bottling plants. 


Our 53rd Year 


i FILTER COMPANY 


3426 Denton Avenue, Detroit 11, Michigan 
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For a Better 
Buy 






Gaco Tufbilt 


Beverage Cases 


ECONOMY ... is what you get when you buy Gaco 
Tufbilt Beverage Cases. Bottlers records show more 


than ten years’ service for many Gaco Cases. You 
PENN... 


add economy through availability of standard replace- 
ment parts. Send us your order today . . . see why 


Standard 


replacement parts. LAST LONGE R Need delivery in a hurry? Need special 


decorations? — Stock designs? — Just call. 
We also manufacture metal SCREW CAPS 


Ate 
e from 18mm up to 89mm. 








has been servicing the industry 
with Precision-made, brightly 
Gaco Cases... lithographed CROWNS for 


L @) oO K B E T T E Q more than 20 years. 


CROWNS 


As You Need Them! 
When You Need Them! 

















Foes GIDEON - ANDERSON 


CIDEON MISSOURI 


Penn Cork & Closures, Inc. 
Evergreen 9-4416, 7, 8 and 9 1155 Manhattan Ave., Brooklyr, N.Y 
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SPECIAL 
ANNOUNCEMENTS 








BOTTLERS TRADING POST 











Kol-Flo Instant Water Cooler, 
10 ton, excellent condition. 


JUNE SPECIALS! 


5 ton HyGrade water cooler, York Comp. 
& and 8 wide Heil late models 

8 wide Meyer qt. washer 

12 and 24 spout Red Diamonds 

{ Above can be seen in operation.) 

Also Powered Roller—Belt Conveyor 


BOTTLE SPECIALS! 


1500 cases 61/2 oz. flint sodas 
3000 gr. 8 oz. sodas 

1000 cases 32 oz. bottles 
4000 cases 6 oz. Spur bottles 


AIDMON 


BOTTLE & SUPPLY CO., INC. 
7615 Third Ave., Brooklyn 9, N. Y. 
BEachview 8-3450 











We Will Buy (And Sell) At Any Point 


Any Quantity of Emptied 10-Gallon Grapette, 
Cans; 
and Also Wooden Kegs, Barrels and Steel 


Double-Cola, and Pepsi-Cola Metal 


Drums. 


BUCKEYE COOPERAGE CO. 
3803 Orange Ave. 


Cleveland 15, Ohio 





Charles S. JACOBOWITZ Co. 


3O71 MAIN STREET 


BOTTLES & CASES 
WANTED 


We are also headquarters for used bottles, cases, 
cartons, etc. 


BUFFALO 14,N. 17 AMHERST 2100 


If you have any surplus items, tell 
us exactly what they are, what quantity, the con- 
dition, and your asking price. Perhaps we can 
work out a ‘trade deal'’. 
ment requirements, remember that for more than 


If you have any equip- 


35 years we have been headquarters for beverage 
equipment including bottle washers, fillers, crown- 
ers, labelers, syrup room equipment, coolers, fil- 
tration equipment, etc. 


Tell us what surplus items you have to dispose 
of—and let's see if we can do some ‘‘horse 
trading’ 


Seung American Industry for over 30 Years 








E 
| 
| 
| 


FOR SALE.—Liquid 12-spout, in Pennsylvania, 
less than 5 yrs. use, condition lke new, sacrifice 
$1,100 cash; also w asher carbonator; discontinued 
business.—R. L., Box 789.—5. 


FOR SALE.—40 Liquid filler, splits and pints, 
with Worthington compressor and 7-head Jumbo 
model E crowner, $3,000; Liquid Lifetime 1,000- 
gal. carbonator, $1,400; Norwood 42” sand and 
gravel filter, 42” purifier, 2 zone Hydrex reactor, 
all for $500; Evans heater 2Q35, $1,250; Infilco 
5OO-gal. water treating plant consisting of 30” 
sand and gravel filter, 30” purifier hydrodarco, 
Permutit de alkalizer water conditioner, $1,500; 
Liquid filler, $2-spout with Worthington compres 
sor, $38,750; Liquid Lifetime carbonator, 500O-gal. 
cap., $500; York ice machine and cooler, 10 ton, 
$1,850; Liquid mixer, 15-head, $750; motor driven 
36” table, $300; Red Diamond Universal 5-wide 
washer, auto. unload, $1,000; Dixie model F auto., 
$1,500; Liquid Lifetime ¢ arbonator, 300-gal., $300; 
motor driven table, 36” with 12 ft. conveyor for 
Dixie hookup, $150; boiler, gas fired, 25 hp return 
system, injector and water pump, $450; Ford, 
motor driven retorts with baskets, chain and con- 
veyor, $Y ft 45° angle bracket, $75 ROYAL 
( ROW N BOTT. CO., 701 N. Main, Ft. Worth, 


lex.—.-2. 


FOR SALE.—1 new No. 10 stainless steel Reg- 
ular By-Pass pump; cap. 8 gal. per minute 
MUNDORFF BEV. CO., 2928" Market St., Wil- 
mington, Del §.-1 


FOR SALE.—York 5x5 twin ammonia com- 
pressor with 20 hp motor and auto. controls; this 
machinery in good condition; will be replaced by 
larger unit in late May RALEIGH NEHI 
BOTT. CO., Raleigh, N. C 5.-1. 


FOR SALE.--Cem 20 filler, $4,000; D&L 90 
cph auto, soaker type washer, new in 1948, $2,500; 
Mojonnier 7% hp carbo-cooler, $3,000; all of thi 
equip. in excellent condition; for immediate de 
livery; phone Dickens 2-1021 PROCESS IN- 
DL STRIE S, 305 Powell St., Brooklyn 12, N. Y. 


FOR SALE.—2 40-spout Liquid fillers; 1 4-12 
half-pint Liquid bottle washer; 1 8-wide Ermold 
labeler; 1 10-wide Ermold labeler; 1 15-head Liquid 
mixer; 2 Jumbo crowners; 1 4-12 half-pint to 
quart Meyer’ washer GOLDEN AGE BEV 
CORP., Youngstown 2, Ohio.—5.-3 


FOR SALE.—1 Star Liquid deluxe 250 gpl 
carbonator; practically new; reasonable. -JACOB 
ADAMO, INC., P. O. Box 814, Staten Island 4, 
N. Y.-—d.-2, 


FOR SALE.-—-Liquid Super Kleen 8-wide single 
compartment washer, 1956 model, in extremely 
good condition, recently overhauled; Liquid 24 


pout filler, formerly at Coca-Cola Diant, old but 
in good running condition; make iffer on either 
or both of these units; Cem 800 gel sti am ss steel 
Nepro sadarastor. LOO gold r ] me Sky- 
line 1-5839.—JOSEPH KOP 'p i: L M AN, 3718 


Palmerston Rd., Cleveland 22, Ohio.—5h 


FOR SALE.—Roller conveyor; 14” wide, 
ow set rollers on 4” centers; 6’-8’-10' straight 
sections, 45 and 9 degree right and left turns, 

and adjustable Mi 36” to 40”; very reason 
y priced NATIONAL EQUIPMEN'I 
LES , 24-16 Jackson Ave., Long Island City 1, 
Y.—5.-1. 


FOR SALE.—Liquid Super Kleen soaker, 8 
wi ide, serial #LS-39-565; we are replacing with 
larger equip.; available about May 25; $1 aes 
( ANADA DRY BOTT. CO., 225 Page Bly 
Springfield, Mass.—5.-1l 


ow 


Sod 


S 
abl 


A 
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FOR SALE.—1 12-spout Liquid, 15-wide Uni 
versal washer, 1,250 gal. stainless steel carbonator 
this equip. bought new 1948; 1—2%)-gal. Liquid 
carbonator, Haller filler converted for 6 gal 
iruper, 32-spout Liquid converted to % gal., air 
compressor, bottle conveyor line, 1 D&L hydro 60 


cases per hr., sirup room equip., Robert and 
id gravel filters, charcoal filters, trucks, wooden 
ids and jacks; all this equip. will be sold at 
practically your own price as we are going out 
~ ine 619. CORP OR: ATION, 619 N. 3htl 
St.» hiladelphia, Pa Hn) 


FOR SALE At acrifice; 24" Hlydro Darco 
purifier; Liquid Carbonic 12-spout filler 
lition with $550 worth of new parts, this machine 
is a bargain at $1,350; Liquid Universal 4-wide 


lair cor 


b ttle washer, $1] 100 : 200)-gal. per hr Liquid 
cooler and carbonator unit with 10 HP « ympre Y, 
SMW) : Permutit carbon unit, $75; Permutit il 
filter, $60; same as new Mojc mnier carbo cooler 
6, 125 gal. per hr., used 3 n f you have 


t to HP con ipressor to tie in with this unit yu 
can't miss at $1,200; Alsop PF pressure filter 
on base 1 HP 200-440 motor, $125 all equip 
f.o.b. Carbondale, Ill.; send inquires to.—-SEVEN 
UP BOTT. CO., 1120 Montrose, St. Louis 4, M 


FOR SALE. Washer, Liquid Super Kleen 4 
wide, 2 artment brush type, qts to splits; 
re a A aon | riced to sell—_GORDON DIS 
rRIBUTING CO., 42300 Forest Park. St Lou 


s M« 5.-1 








DUE TO BUILDING 
ALTERATIONS... 


we offer the following equipment at 


GREATLY REDUCED PRICES ! 


IMMEDIATE DELIVERIES . 


® CEM 20 filler, 3 sets of stars, very 
good, $4,000.00. 

e@ CEM 24 filler, rebuilt, 3 sets of stars, 
$2,500.00. 

e CEM 28 filler, rebuilt, 2.sets of stars, 
$5,500.00. 
e CEM 40 filler, very good, $4,500.00. 
@e LIQUID RED DIAMOND 12 spout, 
Reeves drive, rebuilt, $1,400.00. 
@ LIQUID RED DIAMOND 12 spout, 
used, $800.00. 

@ LIQUID RED DIAMOND 24 spout, 
used, $2,000.00. 

e LIQUID Low Pressure 32 spout, 
$1,000.00. 

@ LIQUID Low Pressure 40° spout, 
$1,500.00. 

@ DIXIE Model “F” filler, rebuilt, au- 
tomatic, $1,800.00. 

@ DIXIE Model “C” filler, rebuilt, au- 
tomatic, $900.00. 

e BURNS filler, Reeves Drive, rebuilt, 
$500.00. 

@ HEIL 6 wide washer, good condition, 
automatic, $1,200.00. 

e'D & L” soaker type 90 CPH, 6 


wide, new 1948, automatic, 
$2,500.00. 

e MEYER DUMORE 8w3c quart wash- 
er, used, $750.00. 


e MEYER DUMORE 8w2c quart wash- 
er, rebuilt, $5,000.00. 

e MEYER DUMORE 12w5c 
washer, used, $7,000.00. 

e MEYER DUMORE 12w4c pint wash- 
er, good condition, $3,000.00. 

e MEYER DUMORE lo6w5Se quart 
washer, good condition, $12,000.00. 

e MEYER DUMORE 8w3c quart wash- 
er, 2 end, used, $2,200.00. 

e LIQUID SUPERKLEEN 8w2e quart 
washer, good condition, $750.00. 

@ LIQUID UNIVERSAL 5 wide washer, 
1947, $2,600.00. 

@ MEYER DUMORE 8 wide pint wash- 


quart 


er, rebuilt, $2,700.00. 

® WORLD ROTARY auto. variable 
speed drive, quart, rebuilt, 
$2,250.00. 


® WORLD ROTARY auto. pint, re- 
built labeler, $1,250.00. 


WRITE WIRE 


.. ACT FAST!! 


WORLD ROTARY auto. quart, re- 
built labeler, $1,500.00. 

OSLUND automatic labeler, $900.00. 
“OQ & J” automatic labeler, $450.00. 
WORLD, ERMOLD, NATIONAL 
semi-auto, labeler, rebuilt, $400.00. 
CEM 12 head mixer, rebuilt, 
$1,350.00. 

LIQUID RED DIAMOND 15 head 
mixer, $1,000.00. 

LIQUID 20 head mixer, splits only, 
$450.00. 

CEM 250 gph saturator, rebuilt, 
$600.00. 

CEM 500 gph saturator, rebuilt, 
$900.00. 

LIQUID LIFETIME 300 gph car- 
bonator, rebuilt, $650.00. 

LIQUID LIFETIME 500 gph car- 
bonator, rebuilt, $1,000. 

LIQUID LIFETIME 800 gph car- 
bonator, exc. cond., $1,150.00. 
LIQUID RECIRCULATING 1000 
gph carbonator, rebuilt, $1,000.00. 
LIQUID RED DIAMOND 250 gph 
carbonator, rebuilt, $600.00. 
MOJONNIER 7% HP carbo-cooler, 
rebuilt, $3,000.00. 

10 HP compressor with instantane- 
ous cooler, rebuilt, $1,500.00. 

7% HP CARRIER compressor & 
LIQUID stainless cooler, $1,500,000. 
5 HP YORK compressor and cooler, 
rebuilt, $1,250.00. 

STAR LIQUID 24 dise syrup filter- 
pump-motor, like new, $550.00. 
STAR LIQUID 10 dise syrup filter- 
pump-motor, new, $500.00. 
HORMAN 10 dise syrup filter with 
sanitary pump, rebuilt, $275.00. 
PERMUTIT 28” sand and one car- 
bon filter, rebuilt, $550.00. 

2 HYGIEA 36” sand and carbon fil- 
ters, rebuilt, $400.00. 

2 LOOMIS-MANNING 24” sand and 
carbon filters, rebuilt, $500.00. 
Bump Stainless Steel 1” sanitary 
pump and motor, $200.00. 
Stainless steel TANKS, all sizes. 
Bottle conveyor, built to specifica- 
tions. 


.. or PHONE (DI 2-1021) 


firstenberg 


bottlers’ equipment co. inc. 


301-307 Powell St., Brooklyn 12, N. Y. 














FOR BOTTLING EQUIPMENT 
REBUILT AND GUARANTEED 
WRITE - PHONE - WIRE 


BOTTLERS SERVICE CORPORATION | 
43-77 Vernon Bivd., Long Island City 1, N.Y. | 
RAvenswood 9-3173 











FOR SALE 


25,000 full-depth 24/12 oz. cases, Pepsi 
type stenciled to your specification. 
100,000 24/12 oz. Partitions. 


AIDMON BOTTLE & SUPPLY CO., INC. 
7615 Third Ave. Brooklyn 9, N. Y. | | 
BEachview 8-3450 

















It’s New! It’s Improved! 
A-1 COLA BASE CONCENTRATE 
“The Cola of Superior Flavor” 


write for free samples to 


CLOISTER LABORATORIES, INC. 
612 No. Orleans Street Chicago 10, Ill. 











FOR SALE 


150M—12 oz. Partitions. $45.00 per M delivered ra- 
divs 700 miies of Buffaic, N. Y. Lots of 2500 or more. 
7000 7 oz. Shells, O.S. dimensions 10/2" x 16'%"' x 
7%'" hi. WANTED: 12 oz. Spur bottles, in full depth 


cases. 
BOTTLE COMPANY, INC. 


| 

BISON | 
28 WASSON ST. BUFFALO 10, N. Y. | 
} 

| 

| 

| 








FILTER PAPER...FOR 
WATER, SYRUP AND 
CITRIC ACID 


We can match any size—any kind—just send 
one along as a sample. | 


We carry a large stock of the quality you | 
need. Immediate Shipment. 


S. ERVIN DIEHL, JR. 


1300 No. Front St. Philadelphia 22, Pa. 
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FOR SALE.-—15 gal. per hr. Versection water 


still complete with 100 gal. storage tank; can be 
een in operation.—BELMAR SP TRING Ww ATER 
CO., 408 Grove St., Ridgewood, N .-1. 
FOR SALE.-——300 gal. per hr. Liquid carbonator 
with motor; all in good condition; $275, at pres 
ent location this city, not crated.-O, L. McC pe 
ae Y, 14 No. 1th St., Independence, Kans: 
FOR SALE. Bargain in first-class case con 





FOR SALE 


2,000 gross new 12 oz. flint beer bottles packed in 
new full depth, open top plain wooden cases; 500 
gross new 12 oz. amber Packie beers; 1,000 gross 
used 12 oz. emerald green high shouldered ale bottles 
packed in 4 dozen service cartons. 

INC. 


ROBERT BASKOWITZ, 


716 SO. 21st STREET ST. LOUIS 3, MO 











veyors and power stands, CHATTANOOGA 
COCA-COLA BOTT. CO., INC., 201 Broad St., 
Chattanooga 3, Tenn hs. 

FOR SALE 1 24-spout Liquid high-pressure 


filler; as is; $1,500.-—-PEPSI-COLA BOTT. CO., 
Sioux Falls, S ID .-1. 

7 SALE. -St4) gr. G-0z. Star bottles, white 
re «@ $1.00) per gr. f.o.b. Ottumwa COCA 
( OLA BOTT. CO., Ottumwa, lowa.—5.-2. 

FOR SALE Meyer 40-spout high-pressure 
filler with 10-head crowner, excellent condition, 
used | yr. only, price $7,500; also Standard 
Knapp case packer, model S30, 4 lane with attach 
ments for 12-0z. export and 12-0z, non-returnable 
bottle used | yr. only, price $2,500 KOERBER 
BREWING CO., 2 Oak St ‘ Toledo, Ohio 5.-] 

FOR SALE. Jsed Sparkling Life bottles 
ACL: pa “a one oe ; $3 per er., f.o.b COCA 
COLA BOTT. CO., Holdrege, Nebraska.-—6.-1 

FOR SALE. -Skids and lift trucks; 250 skids, 
30” x GO", 7 skids, 36” x 60” hardwood top, steel 
rail and "leg 7's clearance, good ¢ ondition ; if 
Barrett lift trucks, hand-oper ited, good condition 
priced for quick sale MAHER BE Vv ( O., 116 E 


Clinton St., Napoleon, Ohio. 6.-.1 

FOR SALE. Miller Hydro bottle washer, 150 
cases per hr., new 5/30/49, serial No. L7SBHOORKR ; 
2 Evan olution heaters, type B2-P, serial No, 

DAO 1490: Miller Hydro No. SO40 SO-case per ht 
iuto. unloader; Cem saturator, S5BADH, serial 
No. S ‘ee Potter Rayfield water cooler, type 
1 Brave: Ni 1782, Freon refrigerant; Dixie F.N 
51407 ww Stainle steel tank, 55 gal. motor 
and agitat 1 Y= split DR. PE P PER BOT 
rLING CO. INC., S5O New Jerse St., Mobile 
21, Ala.—46.-1. 

FOR SALE.-1I8-spout Liquid filler. serial #144; 
equipped for splits and pints; at Marion, Ohio. 
BURNS BOTTLING MACHINE WORKS, 
IN¢ 2220-2230 Kirk Ave., Baltimore, Md §.-1 

FOR SALE l ingle trand drag chain con 
eyor designed to handle beverage or beer cases; 
o% d about 60 ft. per minute; length 540 ft. with 
a hp m ” complete with floor supports 

‘ANADA ORY BOTT. CO., 3029 Olive St., 
St. Louis, Mo 6.1 

FOR SALE Approx, 1,700 case 


ind bottles; 
614-02 ize; Mec a case, f.o.b. Newark, | 
WHITE EAGLE BOTT. CO., 179 South St., 
Newark, N. J 6.1 


treating 
acce lator, 


FOR SALE 


ystem consisting ot 


Infileo 5S) gph water 
chemical feeder, 


hydrodareo filter, sand filter and Neusol feeder; 
this equip. installed in 1948 and can be bought for 
$240) also have 2%) gph Liquid stainless steel 
carbonator, T94S, $300. R V.. BOX 799. 43.-1, 

FOR SALE. Beverage trucks; 1949 Ford LWB 
with -Ilesse body; IMS International K-6 with 
Hesse body and drop frame; both of these are it 
ood condition and are priced for immediate sale 

NESBITT BOTT. CO., 900 N. Nelson Rd., 
Columbus 3, Ohio G.-1. 

FOR SALE, -Ilaving sold out our bottling in 
terests we have the following for sale; ZW)gal 
Dil Cem saturator, 4 yr old; model F 1l-man 
Dixie auto., new in ID4AS; G-wide D&L 120-case 
bottle washer, new in 1948 CALMAR BOTT 
WKS., Calmar, lowa 6.-1, 








WANTED TO BUY 


Bottling Outhte, Bottles, Boxes, Mac hinery, Materials 


WANTED TO BUY. St: sinless steel carbona- 
tors and instantaneous water coolers, all sizes; 
also Cem 4) fillers and bottle washers, 12 to 24 
bottles wide; good cash prices paid.—FIRSTEN- 
BERG BOTTLERS’ EQUIPMENT CO., INC 
301-307 Powell St., Brooklyn, N. Y.—12.-tf. 


WANTED TO BUY. 
ttles; send sample quotation and 


I. \\ ANA BEV. CO., 3410 W. Lake St., 


T-oz. cap. 944” tall plain 
quantity 
Chicago 


24, Ill.—-5.-1. 


WANTED TO BUY Lift jack; wheels should 
have diameter of 9 inches; for use under skids that 
ire $4 inches off floor; jack cannot be wider than 
21 inches and will be used on skids that are 60 
inches long NEHL BEVGS., Billings, Montana 





SILK SCREENS 


FOR BOTTLE CASES AT LOW PRICES 


Art work and decals. Also streamers, posters, 
metal, glass, plastic, wood, signs and displays. 


TALLENT ADVERTISING 
1062 W. Washington St. High Point, N. C. 








YOUR CUSTOMERS ARE CALORIE 
CONSCIOUS! 


Cash in on the demand for sugar-free bever- 
ages. Write for details. 


SILVER KING SALES CO. 


Waukesha, Wisconsin 











HELP WANTED 


Foremen Helpers, Practical Bottlers, Salesmen 


salesman, Pa., 
soft drink 
Car tur 


R. M., 


HELP WANTED.— Experienced 
New Jersey, New York, who knows the 
bottlers; salary and expenses plus bonus; 
nished; give full particulars; confidential 
BOX 1535 D.-3 
WANTED,—Salemen wanted old es 
flavor house wants men; will consider 
full ttme.—-ESSENTIAL PRODUCTS 
59 Fulton St., N. Y. (¢ S.tf 


HELP 
tablished 
side line or 
Co., INC., 


SALESMEN WANTED.—Neeco coffee soda; 


sales manager experienced in franchising, three 
Middle West, South, and the West Coast; mer 
with vision, wo can carry themselves, this 
opportunity tor opening territories for the only 
new drink with the widest appeal...THE NEECO 
COMPANY Div. of the ATLANTIC EXTRACT 
lemme Hef INC., 134 Fulton Street, Boston 13, 
Mass 10.-1, 


HELP WANTED. — Flavor chemist, able to 
formulate something exceptionally fine in a fruit 
base orange, from beginning to end; must under- 
stand all ang:es of the business; this is a small 
aggressive company; will share on a _ bonus ar- 





rangement plus a moderate salary—N. V., Box 
552.—10.-1. 

HELP WANTED. — A reliable. ‘manufacturer 
selling nationally to the bottlers and beverage 


for many years, is desirous of add- 
ing a few men in valuable and productive open 
territories; these men should know the industry 
and possibly have another line which they are now 
selling to this trade; if you are in a position to 
extensively cover your territory with an outstanding 
line—already established and well kno here is 
an unusual opportunity to substantiahly increase 
your earnings; write fully, statin experience, 
lines handled and territory covered; fi replies con- 
fidential—O., I Box 603.—6-tf. 


manufacturers, 


HELP WANTED.—Production man for Coca 
G om _ Bottling Co. in middle western city of 
appre 35,000 population R. O., BOX 794 
5.-3 

HELP WANTED.—Sales route supervisor for 
Coca-Coha Bottling Co. in middle western city of 
approx. 35,000) population R. R BON 795 
be-ed 

HELP WANTED. Opportunity with major 
franchise company as technic il field representative 
for west coast area; college training in chemistry 
ind bacteriology desired; additional training will 
he given; please outline experience R. U., BOX 
TOs 6 


4000 cases 1/2-gal. Amber steinies packed 6 in wood 
case. 

on 2 syphon bottles packed 6 each wood case 

e 

75 cases sapee bottles packed 6 each wood case 
without heads. 

10,000 cases Fiint 12-oz. export shape beer botths 
rend 2 doz. —~ cases. 

12 gr. 61/2-0z. Emerald Green beverage bottles, 
initial on shoulder, pocked in paper crate service 
cartons. 

3000 cases Grapette bottles. 

3000 cases Orangette bottles. 

4000 cases Lemonette bottles. 


SIGNER BOTTLE SUPPLY COMPANY 
Wilstach & Dalton Ave. Cincinnati 14, Ohio 








FOR SALE 


2500 Cases 7 oz. Half Depth 24's 

10,000 Cases 12 oz. Export Shells 

100,000 Paper Partitions for 12 oz. 

200 Gross 12 oz. ACL Tall Sodas 

Many Other Style Bottles and Cases to offer. 
Contact us before you buy. 


* * * 


We will buy any quantity Surplus Bottles, 
Boxes, Partitions. 


PENN BOTTLE & SUPPLY COMPANY 


5619 Cherry Street Phila. 39, Penna. 








ALWAYS BUYING 


Soda Water Tanks—Block Tin Tubing — 
Syphon Tops. Get Our Prices First! 


RELIANCE LEAD SOLDER & BABBITT CO., INC. 


399 Genesee St. Buffalo 4, N. Y. 








WE BUY—SELL 
BOTTLES ... CASES 


Any type .... large & small Quantities. 
exchange can be arranged'’— contact 
OHIO BOTTLE AND SUPPLY CO. 


420 Morgan Avenue Akron, Ohio 
Akron Phone: PR 3-5145 Cleveland Phone: UT 1-3791 


"An 








SPECIAL OFFERING 


Geo. Meyer Quart Washer, 16-wide, 5 comp., 
double end, model 516-9; Ser. B-910-10-1936. 
3/60/220-440 motor. Price $2,500.00. 

Geo. Meyer Pint Washer, 12-wide, 4 comp., 
double end, model 412-P; Ser. #731; Ciass 
34-3. 3/66/220-440 motor. Price $2,500.00. 
Also Jumbo model "E" 7-head Crowners, Geo. 
Meyer 34-spout Beer Fillers; Ermold 8-wide 
Labelers. (Pint labeler new in 1947). Equip- 
ment at Patrick Henry Brewery, Marion, Ind. 
Available now. 


PERRY EQUIPMENT CORP. 


1419 N. 6th Street, Phila. 22, Pa. 





National Bottlers’ Gazette 


THE LAST WORD 


wreereererrwyn ww 


q » 1953 is not recorded as the largest volume, 
biggest profit year in many, it will not be for 
lack of effort. It’s been a long time since we've 
seen the bottlers so active in the area of adver- 
tising, merchandising and promotion. All of our 
commonly employed media — point-of-purchase, 
painted walls, 24-sheet, newspapers, radio, etc. 
are being heavily used, coupled with sampling 
campaigns, special promotions and enlarged vend- 
ing machine programs. Special attention is being 
given to the convenience of the carton, and to 
the merits of new lines or completely new flavors 
or types of beverages. The early efforts have been 
repaid by the exceptional sales records made in 
the face of a long,» wet spring period. Here we'll 
stick out our necks and predict that from now on 
out, the weather will run close to the norm for the 
balance of the summer. Even if it does not, the 
sustaining pressure of the industry’s selling 
efforts will keep the curve going up. 

This will be the first full year of industry 
operation on a much higher plateau of wholesale 
prices. With so many thousands of bottlers now 
in a position to make ends meet or achieve a 
modest profit (where none existed before, these 
two elements—anticipated high volume and prob- 
able profits—combine to provide the strongest 
boost to bottler morale we’ve encountered in many 
months. The full answer will be available in 
about six months. 


The State convention “season” has come to an 
end. It was our privilege to personally attend 
many of the State association méetings. As 
always, we are impressed with the good accom- 
plished by the associations as a group, despite 
many mistakes of commission and omission in 
both general programs and convention arrange- 
ment. The latter is unimportant—most business 
men realize that the value of an association does 
not lie in how good—or how bad—is the big 
meeting of the year. What is important is what 
the association does for its members during the 
year, and how many of its members it can get to 
work for the betterment of the organization as 
a whole, even if this effort is confined to getting 
in one new member or reviving the interest of a 
“dropper-outer”. In this order, (1) planning a 
constructive program and working the plan and 
(2) keeping members informed of progress—lies 
the secret of a successful bottlers’ association. 
We were mighty pleased to see the progress made 
in this direction by so many of the organizations 


£ 
, 


SAM FRANCISCO 


VERNON 








COUNT ON PFIZER FOR 


Catleine 


@ Pfizer, with its large, modern plant at Groton, 
Conn., is now one of the world’s largest basic 
producers of Caffeine. Stocks are also maintained 
at five conveniently located warehouses, pro- 
viding buyers with accessible sources of supply. 


Pfizer Caffeine U.S.P., is a product of high 
purity, as evidenced by its sharp, well-defined 
melting point. Other important characteristics are 
its brilliant whiteness, its clean, sharp taste and 
lack of odor. 


Manufacturing Chemists for Over 100 Years 


~ "CHICAGO 





0 | aS 


e 
z 3 > : ~ — mitt f 













CAFFEINE WYOROUS 


CAFFEINE 





Have your control chemists run tests on Pfizer 
Caffeine U.S.P., Hydrous or Anhydrous, or 
Caffeine Citrate N.F. The results they obtain, 
combined with ready availability, should lead 
you to specify “Pfizer Caffeine”. 


Packed in drums of 5, 25, 100, 150 and 200 
Ibs. (Citrate in 5, 25, 100 Ib. drums only). Prices 
on request. 

CHAS. PFIZER & CO., INC. 


630 Flushing Ave., Brooklyn 6, N.Y. 
Branch Offices: Chicago, II!.; San Francisco, Calif.; Vernon, Calif.; Atlanta, Ga 
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The nine root beer 
make cover the entire range of 
flovor-characters and Strengths 
Popular today . * from pungent 
Sassafras to mild, sweet vanilla 
> +. from 4-ounce 
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with color to 
“4-Ounce without, 


flavors we 
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